


Dr. Pepper Display: 
Designed from an 


ektachrome. Printed # 
in 4 color process. | 
Size: 18” x 26” 


BECAUSE IT'S A COLOR PLASTIC DISPLAY 
ON A STORE WINDOW AT EYE LEVEL 


Its value... Tells a complete sales story visible to every passerby. Printed in glorious full color process. 
Becomes part of window NOT an unsightly appendage. So novel... so new... . so valuable looking it receives 


instant dealer acceptance because the clear plastic does not block out daylight or obscure merchandise inside 
the window or store. 


Uses ... For stores, on windows, doors and inside walls ... as a mobile or a shelf-talker . . . on merchandise, 


attached to appliances to sell at P.O.P for gasoline pumps and outdoor truck signs (our plastic is 
absolutely weatherproof). 


Exclusive features of Transplastix . .. Other types of plastic signs are unsightly because they wrinkle. This 


clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial copy illustrated 
perfectly. Sizes up to 40 x 54. Quantities 200 to a million. 


Economy . .. Instead of planning an old fashioned display with expensive mounting and shipping cartons, 
you can buy a Transplastix for less money, rolled in a tube and delivered with lower mailing cost. 


Write for information: 


ULLMAN GRAVURE, INC. D x 
319 McKIBBIN ST., BROOKLYN 6, N. Y. » HY 7-3700 rans lastix 


A division of The Uliman Company, Inc... Established 1888 


Foremost printers in Photogelatin and Gravure processes ... specialists in color displays on paper and plastic 
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You can get it all from Mead—Papermakers to America 


Printers Depend on Mead Bristols and Indexes 
for Quality and Printability 


You'll be sure of getting more than 


pleasant reactions from your customers 
when you deliver jobs printed on 
Mead’s Wheelwright Bristols, Indexes 
and Blanks. These sturdy multi-useful 
stocks are just the thing for sparkling 
and different looking menus, reply 
cards, die cuts, record cards, catalogue 
covers, and a hundred and one other 


everyday business uses. And you'll find 


them as economical as they are versa- 
tile. Available in plate and antique 
finishes. in many useful and attractive 
colors, and in all popular weights and 
sizes. they come to you conveniently 
packaged and ready for use. Your 
Mead-Wheelwright paper merehant 
can furnish samples and details. Specify 
and use these versatile papers for good 


selling and for better impressions. 


THE MEAD CORPORATION 


pa De rs Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 
_! Chicago 


ont ten th. 
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Papermakers to America 


Boston « Philadelphia «+ Atlanta 


Wheelwright Bristols, Indexes 

and Blanks by Mead 

e Superfine Bristol 
Olympic Bristol 
Fiberfold Bristol 
Strongheart Index 
Made(w)right Index 
lonic Blanks 


Ask your Mead-Wheelwright Merchant 
for samples of these papers 
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\ souaanal 
No. 21 Deluxe” Artists’ Oil Color Outfit 
A large 12” x 16” deluxe wood sketch box with mahogany- 
grained, mar-resistant finish. Space in lid for canvas panels. 
Fully outfitted with 12 professionally-selected studio (1”x 4”) 
tubes of Craftint-Devoe Artists’ Oil Colors, large pound-size 
tube Titanium White, 2'/2-ounce bottles of linseed oil and 
turpentine, canvas panel, palette cups, palette knife, palette, 
assortment of good brushes and instruction book. $25.95 


i 


No. 23 “Practical” Oil Color Outfit 
An excellent painting set in attractive 9”x 12” lacquer- 
finish wood box. Fitted with professional selection of 
nine studio (1”%x 4”) Craftint-Devoe Artists’ Oil Colors, 
2'-ounce bottles of linseed oil and turpentine, pal- 
ette, palette cup, palette knife, assortment of good 
brushes and instruction book. $12.25 


No.9 Beginners” 
Oil Painting Outfit 


An excellent gift set for CHRISTMAS TIME.....AND ALL THE TIME..... 


the neophyte oil painter. 
Wood box, approximate- GIVE THE FINEST. eece CRAFTINT-DEVOE ! 
ly 42"x 8”, fitted with 
12 tubes (Y2" x 2”) Craf- 
tint-Devoe Artists’ Oil 
Colors, bottles of pale 
drying oil and turpen- 
tine, brushes and in- 
structions. $3.95 


Wonderful to give or receive! Complete 


Oil Color and Water.Color Outfits by 


Craftint-Devoe. Perfect for the profes- 


sional or amateur artist.....these outfits 
No. 201 "Water 


Color” Outfit 
Metal box, 4/2”x 9”. The 
inside of cover contains 
mixing slants and wells, 
and is finished in baked, 
white enamel. Thumb- 
ring on bottom of box 
facilitates its use as a 
palette. Fitted with 12 


tubes ('2"x3%”) of Craf- ye , ft + 
tint-Devoe Academic , THE Ci aA 4 n MFG. CO. 
Artists’ Water Colors 


and 2 brushes. $4.50 NEW YORK 


assure the utmost in painting satisfac- 


tion! See your dealer now! 


° CLEVELAND ° CHICAGO 


Many other popular sets availabie 1615 COLLAMER AVENUE ° CLEVELAND 10, CHIO 
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Just CULUon Us 


How Valuable Is an Inquiry? 


Most advertising is intended either to direct a prospect to a dealer or 
to evoke an inquiry which can be followed up by a salesman. In the case of 
consumer products for which wide distribution has been achieved, inquiries are 
often sought in order to stimulate dealer interest by demonstrating potential 
demand among qualified prospects. 


The preparation of follow-up material, including sales letters, de- 
Scriptive literature, etc., absorbs a considerable amount of the typical adver- 
tising appropriation. Making sure that the valuable inquiries produced by ad- 
vertising are capitalized to the point of a direct sale or a call on a dealer 
is therefore a highly important part of the marketing procedure. 


Observation of methods used in following up inquiries shows a wide var- 
iation in the systems employed and indeed in the whole philosophy of proper 
utilization of the evidence of buyer interest. In some companies inquiries are 
given same-day treatment, as far as getting requested information in the mail 
to the inquirer is concerned. In others the matter is often handled on a per- 
functory and somewhat careless basis, and in all too many instances there is 
little follow-through to make sure that the dealer or salesman has made contact 


with the company or individual who had expressed interest as the result of ad- 
vertising. 


Publisher-stimulated inquiries in the business field have also given 
advertisers something to think about. Some groups of manufacturers have urged 
publishers to screen inquiries more carefully, on the ground that it costs too 
much to send expensive literature or to utilize salesmen's time to follow up 


merely casual inquiries that denote no active buying interest on the part of 
the prospect. 


It remains true, however, that the most successful companies have the 
best system for inquiry development and follow-up. How about yours? 


SkBa/1 


G. D. Crain Jr. 
Publisher 


November, 1956 ADVERTISING REQUIREMENTS 


ADVERTISING Se eee is 

monthly by Ad iblica 

E. Illinois St cl oll ( xr 00) 

publishers of AD ‘TISING ‘AGE ind INDUS 

TRI AL MARKE T ING. § ibscrif ion rates ‘ 
sar in U. S., 50 er copy. Add $2 

for foreign postage except for in ada, 

possessions and Pan-Americ é 

age charge 


Entered as secona 
1 


at Chicago, I]! inder the 
Additional entr, 
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1 
aypuisutd For better, 


cheaper 


printing jobs 
use the thousands of helps 
in this 4-in-1 guide 


Whether it's a tricky direct mail piece or 
simple sign—special magazine insert or routine 
office bulletin—letterhead or giant display— 
any job will be better, easier, with hundreds of 
preparation and production facts at your finger- 
tips in this book. It’s an encyclopedia of the 
»romotion and advertising arts, postal guide, 
Seateis guide, and type specimen book com- 
bined into one, and arranged for quick refer- 
ence 


Second Edition 


PRINTING AND 
PROMOTION HANDBOOK 


By DANIEL MELCHER 
R. R. Bowker Co., Inc., 


Publishers 


and NANCY LARRICK 
Random House, Inc., 
Publishers. 2nd Edition, 
138 pages, illustrated, 
$7.00 


Here is a guide to effective printing jobs at 
a cose to fit any budget. Whatever your job in 
advertising, romotion, or direct mail work, 
you'll find the information that will save you 
rours of expensive trial-and-error experiment- 
ing in this on. Alphabetically arranged are 
hundreds of items on everything from photo- 
graphs to folding, binding, and finishing—from 
selecting type faces to selection of mailing lists 
—from standard paper sizes and weights to 
where-to-buy-it information and typical prices 
to help you compare and estimate. It's a train- 
ing guide for beginner and part-time promotion 
man as well as valuable everyday reference for 
the professional. 


UP-TO-DATE. Includes latest postal 
information—brand new items on TV 
and cold type—new rocesses_ like 
Fotosetter and Xerox—New  develop- 
ments in color printing, Thermofax, etc. 


THE SELLING POWER OF 


PACKAGING 


Authoritative, fast-reading book explains pack- 
aging’s rise to a top-rank profit factor in 
business—and what the business man _ should 
know about packaging to make fullest use of 
its possibilities. By Vernon L. Fladager, D’Arcy 
Advertising Co. 144 pages, $3.50 


FREE EXAMINATION COUPON 


Pe -- 


McGraw-Hill Book Co., Inc., Dept. AQ-11 
327 W. 41st St., New York 36, N. Y 
Send me the book (s) checked below for 10 days 
examination on approval. In 10 days I will pay 
for book (s) I keep, plus few cents for delivery 
cost, and return unwanted book (s) postpaid 
(We pay delivery costs if remittance is sent with 
this coupon; same return privilege.) 
Meicher & Larrick—Printing and Promotion 
Handbook, $7.00 
Fladager—The Selling Power of Packaging 
$3.50 
(Print) 


eeeeeeee 


Name 
Address 


City & Zone 


For prices and terms outside U. S 
write McGraw-Hill Intl., N. Y¥. C 
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Controlling Promotion materials at CBS-Hytron ........ 


How this national company has effected economies in 
its handling of a major program. 


What the Weeklies Want in Publicity Material ......... 


Practical suggestions from a California survey of editors 
of weekly newspapers. Davin L. STANLEY 


How to Use Highway Signs ............2 22 ee ee eeees 


A guide to the basic principles of outdoor advertising, 
one of the country’s oldest media. 


Multi-packs Multiply Value 


eee vee svesqoeecasespeeeegepe6e 


New and provocative ideas in this rapidly growing field. 


A Dictionary for Duplicate Plates ..............e2006. 


Clear definitions of important terms in electrotyping and 
stereotyping to add to the adman’s vocabulary. 


How Fiberglas Used Color TV at the Point-of-Sale ...... 


The inside story of a spectacular cavalcade. 


Trends in Advertising Typography ............+.+.25: 


An analytical look at admen’s preferences in type. 
A. RAYMOND HoppEr 
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How a new line was introduced on a boat ride, with en- 
tertainment combined with education. ALLEN SOMMERS 


A Gnat-Size Model for a King-Size Promotion ......... 


Allis-Chalmers’ spectacular direct mail campaign com- 
bined ingenuity with low-key, hard-sell copy. 
BENN OLLMAN 


Staging a TV Spectacular in a Zoo ..........--22 ee eee 


How Red Goose Shoes staged the first network kiddie 
spectacular in the St. Louis Zoo. Mi~pr—ep WEILER 
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CONTENTS 


Volume 4 e¢ Number 11 


A Guide to Blotters 


A special report on the lowly, but useful, blotter, and how 
admen are using it. MARGARET REYNOLDS 


Englander’s $100,000 Treasure Hunt .............+.-. 


A hidden draft drew New Yorkers into mattress stores 
to find the clues, in this exciting promotion. 
Rosert B. Konrkow 


A Selection of Outstanding Gifts — Part Ill ........... 


Our final list of new and unusual gifts for business giving. 


How to Get More out of Photostats ............-2.2068. 


Some practical ideas from an expert’s bag of tricks. 
HENRY SZAFARZ 


Cr Ge DD 6-6-5 84 0646 Cee sieve eres THE 


A new look at an old controversy. WALTER F. KOHN 


The Art of Communication — Part ll — .............. 101 


Some practical suggestions on picking and working with a 
producer, and a guide to estimating. RicHarp A. NAUMANN 


How to Use Photogelatin Printing ................-. 105 


Sound advice from an expert on how this technique can 
solve some of your toughest printing problems... .. 
Davip B. Morcan 


Departments 


Art & Photography... 93 

Audio & Visual Aids. ..101 

Direct Advertising... 62 

Layout & Typography... 49 
Packaging & Labeling... 30 Advertisers’ Index. ..112 

Paper... 75 Books for Admen... 18 

Photoengraving & Platemaking... 35 Coming Conventions... 17 
Premiums, Prizes & Specialties... 85 The Editor’s Notebook... 6 
Printing & Binding. ..105 How I Solved It... 14 

Radio & TV Production... 67 Just Between Us... 3 
Shows & Exhibits... 57 Promotion Almanac... 12 

Signs & Identification Materials... 25 Readers Write... 10 
Window & Store Displays... 43 AR Reprints... 12 


Regular Features 


Stickin’ 
Aroun 


LEEN-STIK 


KLEEN-STIK Kalifornia “Koolers” 


It’s fitting that so many terrific 
Kleen-Stik ideas seem to originate 
in San Francisco—after all, that’s 
where Kleen-Stik was born! What- 
ever the reason, Golden Gate admen 
consistently come up with out- 
standing displays featuring this 
modern miracle adhesive. F’in- 
stance: 


| ESKimp ) 


Keeping FOREMOST Foremost 


How to get kids and grownups to 
“Remember Foremost ESKIMO 
PIE?” Easy as pie! said FORE- 
MOST DAIRIKES, INC., San Fran- 
cisco. They worked out this 3-D 
piece that “pops out”’ a replica of 
the red-and-blue-and-silver pack- 
age from walls, mirrors, refrigerator 
cases, and other smooth surfaces in 
dealers’ stores. They’re “easy as 
pie’”’ to post, too—dealer or sales- 
man has only to peel the backing 
from the Kleen-Stik Strips and 
press in place. SCHMIDT LITHO 
CO., S.F., turned in its usual 
“creamy” production job. 


“‘Fan-cy” Folder 
Holder 
for EDWARDS 


To boost the use of Edwards Instant 
Coffee in iced style, DWIGHT 
EDWARDS CoO. (a division of San 
Francisco’s SAFEWAY STORES) 
_ these fan-shaped Literature 
?ockets in prominent spots in all 
outlets. And guess what holds them 
tight on walls, pillars, doors, and 
other vertical surfaces? Right the 
first time—KLEEN STIK! The 
smart design was ‘““measured out”’ 
by the HOEFER, DIETERICH & 
BROWN ad agency, and “brewed”’ 
by A. CARLISLE & CO. Clever 


people, these San Franciscans! 


From Kalifornia to Konnecticut, 
you'll find Kleen-Stik keeping sales 
up by keeping sales messages up! 
3-D eye-stoppers, window stream- 
ers, back-bar signs, shelf-edgers — 
all work selling wonders when 
backed with wonder-workin’ 
KLEEN-STIK. See your regular 
printer or lithographers for more 
examples—or write for our ‘*Idea- 
of-the-Month!”’ 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, Il. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Tape recorders 
are vital 
business aids 


Now .. . let DICK HODGSON, 
Executive Editor, Advertising 
Requirements, tell you 


HOW TO USE A 
TAPE RECORDER 


. .. in Your Business 
...in Your Home 


By DICK HODGSON 

and H. JAY BULLEN, 
Managing Director, Bul-Marc 
Features, Calif. 


Illustrated with photographs, 


charts and 
line drawings. 224 pages, 


$4.50. 
In simple, non-technical terms, this lively, 
authoritative book tells everything 


you 
need to know to g 


et the maximum value 
from your tape recorder, starting 


¢ with tips 
on selecting the “ideal” recorder. Hun- 


dreds of potential uses in advertising and 
generally are explained in detail 
how to tape idea meetings. telephone 


calls, radio and TY 


they go on the air 


business 


commercials before 
. and for presentations, 
to cite a few. In addition, there are dozens 
of suggestions for using the recorder at 
home, including 60 pages of games and 
hobbies. Accessories. services, 
covered in full, along with 
money-saving tips. A 


repairs are 
scores of 
glossary of technical 
terms and an index round out this invalu- 


able book that is certain to save you many 
times its cost. 


Send for your copy now, on special 10-day 
free examination offer for readers of Ad 
vertising Requirements! 


FREE 


10-DAY 
EXAMINATION! 
ORDER NOW 


HASTINGS HOUSE, INC. 
Dept. AR 

41 East 50th Street, 
New York 22, N. Y. 


Please send . . copy(ies) of HOW TO 
USE A TAPE RECORDER on_ 10-day 
free examination offer. If I decide to keep 
the book(s) I will send $4.50 per copy, 
plus postage; otherwise I will return the 
book(s) and owe nothing. 


Address 


Ce aus Zone 


SAVE! 


Include payment now and we 
poy postage. Same guarantee. 
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The Editors Y iA 


PROGRESS REPORT .. . 


Specialties Bid for 
Acceptance as Major 
Advertising Medium 


Since we first started planning 
the editorial content of AR a little 
over four years ago, we've seen 
some mighty interesting changes in 
some of the fields we cover. We've 
watched many of the so-called “col- 
lateral media” take giant 
forward. 

But probably no single medium 
has advanced so far so fast as has 
advertising specialties. With some 
very aggressive leadership — par- 
ticularly from the trade associations 

- the specialty field has been 
steadily reaching forward for a side 
by-side place with other media. 

The industry still has some major 
obstacles to overcome particularly 
in the area of distribution — but 
they don’t look nearly as formid- 
able as they did just a couple of 
years ago. Like many other “col- 
lateral media,” the advertising spe- 
cialty industry is wrestling with 
such tricky problems as agency 
commissions, but the fact that they 
are no longer being discussed pri- 
marily sub rosa is very encouraging. 


strides 


>» What brings the subject up at the 
moment is that we had the privilege 
of addressing the jobber’s group of 
the Advertising Specialty National 
Assn. at its fall meeting in Chicago. 
It presented a golden opportunity to 
observe just how interested the in- 
dustry has become in gaining full 
maturity as a major medium. 


Display typefaces in this issue . . 


In discussions with the jobbers, 
we became acutely aware that the 
problems, although they are dimin- 
ishing, are not those which can be 
solved by the industry alone. Many 
jobbers reported that one of their 
biggest problems is to sell advertis- 
ers and agencies on the inclusion of 
advertising specialties as an inte- 
gral part of a coordinated campaign 
— rather than “something extra” 
which is added as an after thought. 

Even this problem is coming 
closer to solution, however. During 
the period since we first started 
working on AR, we've noticed a 
definite trend that takes two forms: 


1. Complete advertising specialty 
programs are frequently being in- 
cluded in dealer-distributor cooper- 
ative advertising programs. 


2. More agencies are expressing in- 
terest in handling specialty adver- 
tising for their clients. 


As one of the jobbers pointed out, 
however, such developments are 
still spotty — showing wide accept- 
ance in certain areas and practically 
none in other localities. But at least 
the trend is gaining momentum, as 
certainly it should. For greatest im- 
pact, any medium is strengthened 
when coordinated with other media 
and advertising specialties are no 
exception. 


>» The role of the specialty jobber is 
sometimes hard to fathom. But more 
and more jobbers are recognizing 
that advertising is primarily a busi- 
ness of ideas and to succeed and 
gain greater acceptance they must 
sell ideas instead of just physical 
objects. More often than not, the 


Page 21—Karnak Intermediate; 23—-Dom Casual; 


25—Ad-Letter #185 & Clip Book $16: 30—Hand-lettering & Bodoni Bold; 35— 
Hand-lettering & Bodoni Black; 43—-Tempo Heavy Condensed; 49—Tempo Bold & 


Venus Extrabold Extended; 57—Dom Casual; 


62—Ad-Letter #147; 67—Lydian; 


75—Studio Bold & Tempo Black Extended; 85—-Tempo Black Extended; 93—Clip 


Book #16; 
Heavy 


101—Brody & Tempo Black Extended; 


105—Ad-Letter #185 & Tempo 





ARIZONA — PHOENIX 
Uptown Paint & Art Supply 
Tell bl: ee el 

CALIFORNIA — LOS ANGELES 
H. G. Daniels 
Leisure Crafts 


ex eee Camel Ty Litt A’ 
COLORADO — DENVER REPE: T 
Spivak Art Supply Co. 
CONNECTICUT — OLD SAYBROOK 


“~ . 7 
UT le ite tem ala PERF ORMAN fe 4 a 
DELAWARE — WILMINGTON ' 
Geo. Hardcastle & Son, Inc. 
FLORIDA — MIAMI 


Associated Artists 
ST. PETERSBURG 


Pinellas Printing & Stationery Co., Inc. 
GEORGIA — ATLANTA ; 


Miller's Book & Office Supply Co. 
Southeastern Art Supply, Inc. 
ILLINOIS — CHICAGO 


The Brudno Art Supply Co. D fo AW | N G 
GALESBURG 


Dick Blick Company 
INDIANA — INDIANAPOLIS T 
The Wm. H. Block Co. B R ! Ss Oo L 
LOUISIANA — NEW ORLEANS 
A. L. Lowe 
MARYLAND — TOWSON rf O A Fe D 
Towson Artist & Drafting Supply Co. 
MASSACHUSETTS — BOSTON 
a ee Ve td) 
NEW BEDFORD 
ary . 
MICHIGAN — DETROIT 
Lewis Artist Supply Co. 
MINNESOTA — MINNEAPOLIS “tee 
Artsign Materials Co. ce 
MISSOURI — KANSAS CITY 
Morris & Coldsnow Assoc. 
ST. LOUIS 
A. J. Bader Co., Inc. 
wey ole cana Artists and Dealers across the nation 
NEW JERSEY — MORRISTOWN 
Ur Ee are now convinced of the magnificent 
NEWARK 
LP Pea} 
Na ane) Seen az Veo) performance of NELSON BRISTOL BOARD. 
_F. T. Coppins Co., Inc. 
NEW YORK CITY 
David D. Brill of N. Y., Inc. 
Lewis Artists’ Materials, Inc. 
Joseph Mayer Co., Inc. *: . 
PTs tT TTS drawing bristol meets every 
The Morse Graphic Art Supply Co. ‘ 
CINCINNATI ; ; 
The Pounsford Stationery Co. H professional requirement at wery 
fee eer 1 -10h) 
Ohio State Univ. Book Store economical prices. Made in 4 plys, 
DAYTON 
Bert L. Daily, Inc. 
OKLAHOMA — TULSA 
Triangle Blue Print & Supply Co. 
PENNSYLVANIA — PHILADELPHIA : 
ge agate te both kid and plate finishes. 
Jos. E. Podger Co., Inc. 
PITTSBURGH . 
iL adi “*" See the dealer nearest you and try 
TENNESSEE — MEMPHIS a 
Memphis Blue Print & Supply Cq. 


Ta TC a Th “-*"" NELSON DRAWING BRISTOL BOARD, 
Lon Hellums Art Supplies 


HOUSTON ‘ 
Texas Art Supply Co. you too will shout + -ENCORE! 
SAN ANTONIO 


Oh ongchentgeo tag identify genuine NELSONwith this embossed seal. 
Pembroke's 

WASHINGTON — SEATTLE NELSON BRISTOL BOARD 50%, rag content is available in 1, 2, 3 
Seattle Art & Photo Supply, Inc. 

WASHINGTON, D. C. and 4 plys - 23 x 29” sheets . . . Kid or Plate finish, 17¢ per ply. 
ory) +) ene tn ee 
Cooper-Trent of Md., Inc. (Bethesda) 
Cooper-Trent Blueprint & Microfilm Corp. 
Federal Supply Co. 


Regional Office Supply Co. Samples of NELSON Drawing Bristol Board are available from the 
WISCONSIN — MILWAUKEE 


Nae les Cae S11 dealers listed. if a dealer is not in your area, write direct to: 
CANADA — MONTREAL 


Thomas R. Fisher, Ltd. 
TORONTO 


E. Harris Co. of Toronto, Ltd. 


Feenesee® 


*é 
*Seesee® 


. . 
Pera gare® 


This first high rag content, laminated 


and a brilliant white surface 


(Prices slightly higher west of Mississippi and Canada.) 


paper co., inc. metuchen, n. j. 
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cATCcH THE or 


CAPTURE THE SALE 
* DONALDSON METAL SIGNS 


Signs! The medium 

that allows repeat messages 
repeat costs. Produced 
by Donaldson in faithful 4-color 
screen process or litho. Hi-baked 
on lasting metal. Weather resistant 
for long useful life. 


All sizes, All shapes. 


by die or embossing. 


without 


Forming 
Also ther- 
mometers — calendars — dis- 


plays. WRITE TODAY! 


~— giagT In oureé cz 


AGENTS 
COAST TO 
COAST 


DONALDSON ART SIGN CO. 


8 


Covington, Kentucky 
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Cost Less Than 
You Think! 
Flexible... 

Fit Everywhere 
Save Big Money 
... Use 
Repeatedly 

Set the Stage 
for Attention- 


CREATE IMPRESSIVE SETTINGS 
Compelling 


WITH i 
Showmanship 


Easy to Ship, Shape, Hang and Drape 


FREE! colored idea Booklet Show- 


ing 10 New Ways To Use Logo 
Drapes. 


HOLLYWOOD BANNERS 


aye T le) -) ele 
tT Tee Mae a ee lL 
la ey alld ae ie] 
RES eer) ae a) eo 
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specialty manufacturers are far re- 
moved from any direct liaison with 
advertisers — this being provided 
only by the jobber (or advertising 
specialty counselor, as many like to 
be known). 

Unfortunately, there is still too 
little intra-industry liaison. It often 
takes many years for an original 
idea developed by one jobber to be 
shared by others in the industry. 
Few of the manufacturers have 
even the most remote idea on how 
the majority of their products are 
actually being used. But this, too, is 
a problem which is clearly recog- 
nized by industry leaders and the 
time may not be too far distant 
when it will be solved. 

AR is proud to be able to play a 
part in helping solve this problem 
by bringing to our readers case his- 
tories on effective use of advertising 
specialties. Frankly, getting such 
material has not been easy, but 
we're constantly on the prowl for 
such material. Judging by the re- 
sponse to the articles we've pub- 
lished on this subject, most admen 
are very much interested in know- 
ing how they can make more effec- 
tive use of this often overlooked 
medium. We'll certainly welcome 
any and all information which will 
help to fill this need. 


> Speaking of specialties, we were 
particularly interested in a new 
gimmick dreamed up by the ingen- 
ious people out at Souvenir Lead 
Pencil Co. in Cedar Rapids, Iowa. 
They're the ones who came up with 
that clever “headache” pencil a 
couple of years ago (the one with 
a plastic tube which contains aspirin 
tablets — and its successor with 
chlorophyll-aspirin tablets ‘‘for 
stinking headaches’’). 

At the ASNA show this year, 
they announced their new “Coffee- 
Break Pencil,” with a plastic tube 
which contains enough instant 
coffee for one good cup. It was just 
one of several new ideas from the 
show which your advertising spe- 
cialty jobber will be anxious to 
show you this fall. 


> This must be “Coffee Month,” be- 
cause we'd like to pause again to 
salute James Gray Inc., New York, 
for one of the most interesting good 
will gestures we've come across. 
When a new business neighbor 
moves into the 216 E. 45th St. neigh- 
borhood of the Gray organization, 
the company sends over an old 
fashioned coffee mug filled with 
sugar cubes (wrapped, of course, in 
Gray-imprinted wrappers). 
Accompanying the __ traditional 
“cup of sugar” is a clever little car- 
toon booklet. The copy, with just a 


couple of words to the miniature 
2x44” pages reads: “Good morning 

a few of us just happened to 
look out when you were moving in. 
Trying experience, we thought. So 
we got together and decided to do 
our part as good neighbors and wel- 
come you with the proverbial cup 
of sugar and to place at your dis- 
posal our neighborly letterpress, 
lithography, mailing services. . .” 


> Just to show how one idea leads 
to another, this reminds us of some- 
thing we observed the other day to 
which we hope no good adman was 
a party. At least it should serve as 
a reminder of how not to “win 
friends and influence customers.” 

Shopping an A&P supermarket, 
we came across a new 6 oz. jar of 
Chase & Sanborn instant coffee with 
a special label shouting “25c off 
regular price.” It looked like a nice 
bargain until we compared prices 
with the regular 2 and 4 oz. jars 
stacked next to it. The net price of 
the special was just what we would 
expect to pay for a “giant” size 
without any special sale — just a 
few pennies below the cost of the 
same number of ounces of coffee 
packaged in smaller sizes. 

We don’t know who was at fault 
— A&P or Standard Brands. Net 
result: we bought another brand 
for a change. 


>’ To cap, or not to cap. That is the 
question we faced when we sched- 
uled the article on photostats you'll 
find on page 93. The word “photo- 
stat,’ when spelled with a capital 
“P,” is the trademark of the Photo- 
stat Corp., Rochester, N. Y., and is 
used on equipment manufactured 
by that company — as they have 
reminded us in the past. 

However, we feel that the major- 
ity of our readers do not think of a 
single manufacturer’s equipment — 
or just the product of that equip- 
ment — when they talk about “pho- 
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NORTHWEST 


PEDIGREED PAPERS 


always make good printing better 


CLOQUET, 
THE NORTHWEST PAPER COMPANY 


MINNESOTA 





Monee? 
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PEDIGREED PAPERS 


always make good snotinnianls better 


~ 


Mountie, Offset 
Mountie Text 
Northwest Velopaque Text 
Northwest Velopaque Cover 
Northwest Index Bristol 
Northwest Post Card 
Mountie E. F. Book 
aii Mountie Eggshell Book 

printing 
Northwest Bond 

papers Northwest Ledger 
Northwest Mimeo Bond 
Northwest Duplicator 
Cariton Bond 
Cariton Mimeograph 
Cariton Ledger 
Cariton Duplicator 
North Star Writing 
Non-Fading Poster 
Map Bond 


Mountie 

Northwest 
envelope Nortex White 
Nortex Buff 
Nortex Gray 
Nortex Ivory 
Carlton 


papers 


Papeteries 

Drawing 

Adding Machine 
converting Register 

papers Lining 

Gumming 

Raw Stock 

Cup Paper 


Tablet 
THE NORTHWEST PAPER COMPANY 


CLOQUET, MINNESOTA 


SALES OFFICES 
Chicago 6, 20 North Wacker Drive 
Minneapolis 2, Foshay Tower 


St. Louis 3, Shell Building 


THIS ADVERTISEMENT PRODUCED UPON MOUNTIE TEXT—70 LB. BASIS 





tostats.. Therefore, with this “ex- 
cuse us, please” to Photostat Corp., 
we've decided to apply the common 
dictionary definition. For example, 
Random House’s “American. College 
Dictionary” gives this preferred 
definition: “a special camera for 
making facsimile copies of maps, 
drawings, pages of books or manu- 
scripts, documents, etc., which pho- 
tographs directly as a positive on 
sensitized paper.” 


» Now they've done it . . . Freezer 
Queen Products Co., Chicago, came 
up with an intriguing exhibit give- 
away the other day — individual 
packages of martinis and manhat- 
tans. Each was packaged in one of 
the company’s new polyethylene 
freezer bags — complete with olive 
or cherry. 


>» Wed like to tip our hat to an old 
school chum and enterprising editor 
of the hometown weekly newspaper 
where we cut our journalistic teeth. 
The paper is the Breckenridge, 
Minn., Gazette-Telegram, which is 
one of the first small town weeklies 

- if not the very first — to publish 
an r.o.p. color news photo. 

While r.o.p. color has become 
commonplace in the big dailies, it 
is a real task for a small weekly 
printed on a_ single-color flatbed 
press. Here’s how editor Robert J. 
Waite startled his readers with a 
well-produced color photo of a Red 
River Valley harvest scene: 


1. Bob Waite, who is editor, space 
salesman. photographer, etc., took a 
4x5 Ektachrome with his Speed 
Graphic 


2. The transparency was placed in 
a regular enlarger and three sepa- 
rate prints were made through fil- 
ters. 


3. An engraving was made of each 
of the prints. 


4. Each color yellow-red-blue 
sequence — was printed in a sepa- 
rate run on 36x44” press sheets, 
hand-fed into an 00 Mielhe. The 
Tlex7!e”" color illustration was the 
only thing printed in the three- 
color run 


5S. Finally. the black form, contain- 
ing the regular news and advertis- 
ing content, was added. 

In spite of the non-mechanical 
nature of the project, the color 
quality was superior to most of that 
we've seen in the big city dailies. 
While the pressroom gang doesn’t 
relish the thought of all of those 
extra wash-ups on the Mielhe, Bob 
Waite is planning to run at least 
four news pictures in color a year. 

44 





VOTE 


for whomever you want, 


BUT BE SURE to vote 


in the November 
Pectdbential <a f 


TRY 
~Kaufmats P 
ONCE... 


AND YOU'LL VOTE FOR 


- 4 ‘9 
au mats 


ALWAYS 





| (Kaefmary 


¢ STEREOTYPE CO 
AT | Cincinnati 14 Ohio 





144) FREEMAN AVE 


LABCRAFT INTERNATIONAL CORPORATION 
4019 PROSPECT AVE. CLEVELAND 3, OHIO 
PHONE: UTAH 1-4334 
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On guard 24 
hours a day, to 
protect your 
sales promotion 
Eureka 


Safety Paper 


Cortro! 


Constantly 
watching the 
trend of your 
business... 
Eureka Serial 


Numbering 


PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 

WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? 


ZA 
SEO 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 


MANUFACTURERS OF WORLD FAMOUS 
OUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 
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READERS 


Direct Mail Collector 


® Congratulations! Thank you for 
your provocative, hard-hitting arti- 
cle, “Are Amateurs Ruining Direct 
Mail?” in AR for October. 

I think they are! In my continu- 
ing study of direct mail (a power- 
ful, rifle-fire medium) Ive pur- 
posely put my name on over 5,000 
mailing lists. 

And you should see what my 
mail brings each day — amateurish 
junk material, most of it, that 
hinders rather than helps to build 
sales and which fails miserably to 
increase the prestige of this great 
medium. 

Yes, of course, there are “nug- 
gets” among the thousands of pieces 
of mail I receive . . . and articles 
like yours will up the standards and 
awaken the direct mail industry to 
its tremendously important job. 

Thank you again for writing this 
piece. I hope AR reprints it. I know 
I’m going to use it and quote from 
it in my “Selling By Mail” classes 
at Northwestern University and 
elsewhere. 

Wuirt N. ScHULTZ 
Illinois Bell Telephone Co., 
Chicago 


International Interest 


@ In your June 1956 issue, on page 
31, we came across an interesting 
article called “Agency Production 
Control,” in which you illustrate, 
among other things, a traffic control 
board. 

We would be grateful if you 
could contact the manufacturers and 
ask them to advise us who their 
official representative is in Switzer- 
land. As consultants, handling the 
advertising of Nestle products 
throughout the world, this type of 
control board would be of great in- 
terest to us. 

We take this opportunity to say 
how very useful we find the in- 
formation in your publication. 

AFICO S. A. 
International Publicity Serv- 
ices, Lausanne, Switzerland 


Film Costs Spread Out 


We believe about $150-160,000,- 
000 is being spent annually in the 
audio-visual field. This figure in- 


cludes film and visual material, 
production, release prints, film dis- 
tribution and equipment. 

Of this amount, we attribute about 
two-thirds to business and indus- 
try — somewhat over $100,000,000. 
We agree with your editorial in the 
August issue that it is time adver- 
tising managers and other execu- 
tives take greater cognizance of the 
media so that they will get more 
for their money. 

In addition, there is one point 
which I should like to make. In 
the film medium specifically, the 
costs are actually spread out over 
a number of years. The production 
might take place this year. Prints 
might well come out of next year’s 
budget. The actual _ distribution 
takes a year or two to get up steam 
and, of course, it is spread out over 
a period of anywhere from one to 
fifteen years, with the average of 
about five for the life of a film. 

Tom Hope 
Asst. Advisor on Non-Theatri- 
cal Films, Eastman Kodak Co., 
Rochester, N. Y. 


Autos Keep Going 


@ We have seen and read the Sep- 
tember issue of AR and are ex- 
tremely pleased with the outstand- 
ing write-up by Margaret Reynolds 
on our “Transfer Campaign.” 

Our next campaign, soon to be 
released, carries on the automotive 
theme, this year dealing with “clas- 
sic” autos. We will be sure to send 
you the complete story. 

N. B. HATHAWAY 
Advertising Mgr., The office 
Specialty Mfg. Co. Ltd., New- 
market, Ont. 


Glug — | think you have the start 
of something here .. . 





Five Partners 


WITH CONSIDERABLY MORE 
THAN MERELY THEIR TIME 
INVESTED IN THEIR WORK 


SALARIED EXECUTIVES are expected 

to handle their responsibilities well but how can 
their efforts possibly be compared with those of 
men in business for themselves? Owners, thoroughly 
interested in operating their enterprise 

effectively, have so much more at stake! 


MICHAEL 
H. 
LEUSCHNER 


That’s how it is at INTERNATIONAL 

COLOR GRAVURE and at SUPERTONE 

where, since 1945, five partners have 

been giving their personal supervision to the 

operation of two companies offering a reliable service for reproduction 
in monotone gravure and in preparing color positives. 


Each owner utilizes his special skill or talent to serve the partnership proficiently. 

One of them, MICHAEL H. LEUSCHNER, is on the sales and executive end, 

even though he is a member of the photo-engravers’ union. 

In his work, “MIKE” LEUSCHNER is making good use of the 17 years’ experience 

he had as Assistant Production Manager at one of America’s leading advertising agencies. 


With each of the five partners doing what he knows best, the arrangement assures clients 
of getting the accuracy and dependability needed in rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 


. es ; SPECIALIZING IN COLOR 


39 West 60th St. 
NEW YORK 23, N.Y. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 


ota Bs as 


Sige ed Org. eS 


480 Lexington Ave. 


SUPERTONE, INC. ‘«w york 17. N.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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59 Reprints 


CEOEEOEEEEEEEOEOEEEREOEEOEEEEEEEOEEESEUEOEECECOEOEEOOEOEEOEEEORERCEREEOEERUROESDFCUEOEREOROROCROHRORREOCRGEEOT REEDS 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25¢ each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or checks. Send all orders to: Reprint Editor, Adver- 
tising Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four 


or more reprints we will be happy to bill you——small orders sent only upon 
receipt of payment. 


144 
162 
169 
173 
175 
178 
179 
180 
181 

183 
183 
189 


190 


The 
171 


172 


177 


The 
201 


202 


This 64-page book contain 


COCEOUEOEOEEOEEOEUEEOEOEEOEEDEREEEECCEOEROROTEROROEOREOEREAROEREROEREROCERERORCEROREROROEECREOROEEOERUEEOREROUROEROCRROROREOHROROORORAEOROES 


De's & Don'ts for Better Press Releases — by Dick Hodgson 
A helpful checklist for getting better results from publicity effort: 
How to Crop Photos — by Vincent T. Tajiri 
Pointers for getting the most out of photographs for reproduction purposes 
Do's & Don'ts for Premium Buyers — by Gordon C. Bowen 
A helpful checklist for planning premium promotions 
How te Prepare a Modern Annual Report — by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual report 
How to Use Color Stats — by Ted Sanchagrin 
Here’s how admen are using full-color photostats 
The Grewing impertance of Fairs as an Advertising Medium — by James Joseph 
Fairs have become an important advertising medium and a place for hard selling 
Budgeting fer Trade Shows — by Robert R. Moore 
An exceilent guide for any adman faced with trade show budgeting problen 
Getting the Most from Publicity Photos — by Leo M. Solomon 
A photographic consultant tells how to get the best mileage out of publicity photo 
How to Merchandise TV Tie-ins — by Frank Jacobs 
Feather Your Nest’’ tv show makes the most of their tie-ins by active merchandising prograr 
Planned Personalized Promotion — by Haviland F. Reves 
How a Detroit restaurant personalized its promotion 
How to Promote A Ten-Cent Gadget — by John C. Swift 
The promotion behind White Cap Company's premium item, the Lid Flipper 
How to Merchandise Syndicated TV Shows — by Maurine Christopher 
A list of suggestions for getting the most from TV film 
The Production Manager's Answers for Late Plate Problems — by Ted Sanchagrin 
Summary of House & Home’s contest among production managers 
How to Get More from Your Trade Show Dollars — by William S. Orkin 
An expert offers tips on building traffic and planning follow-threugh for your exhibits 
Exhibit Photos — How to Put Them te Work 
Here’s how a number of exhibitors have put their trade show exhibit photos to work 
leese-Leaf Binding 
Here's a list of 28 checkpoints on selecting the proper loose-leaf binding 
Chiquita Banana Goes to School — by Clarence W. Moore 
United Fruit Co.'s effective educational program carries the story of bananas to teachers and students 
Abbott Aims at the Consumer — by Bert Enos 
How Abbott Laboratories advertises to 
Cressroads for Captive Plants 
A special study on the problems of operating internal printing facilities 
Sales Meetings Don’t Have To Be Expensive — by Lee Randon 
How an agency helps it clients stage successful sales meetings on low budgets 
Less Than Ic Per impression — by Mildred Weiler 
The story behind an effective business mc 
Merchandising Publicity — by Morris B. Rotman 
Case history of how a publicity program drew extra dividends through effective merchandising 
Six Weeks From Planning to Sales 
How thorough planning licked a deadline problem on a nationa 
Progress Report on Electronic Engraving — by David Saltman 
The results of extensive research on the practical use of this new technique 
Celercasting — by Sheldon M. Heiman 
Here’s a case history report of a colorcast ‘‘first 
A Contest Isn't Over When the Winners Are Picked — by Phil Seitz 
How Dodge gets the greatest value from its ‘‘Dodge for Life 


consumer without sacrificing its traditional ‘‘ethical’’ approach 


vie produced for the Wabash Railroad 


advertising Campaign 


by a Chicago agency 


contest 
Premiums at General Mills 


The inside story of one of the country’s largest users of premiums 
Letter Reproduction — by Margaret Reynelds 
A special AR report giving facts and figures on the major processe 
Emblems — by Robert M. Marks 
A practical guide to the development of ar 
Miller Makes a Film — by Bena Oliman 
How Miller Brewing developed its centenary film, a step-by-step report 
How Agencies Work Together — by James Robertson 


The background of a successful campaign that required detailed coordination 


emblem identification progran 


following reprints are available at 50c¢ each: 


How to Get Better Advertising Phetos — by Errol Prince 
AR’s two-part series of down-to-earth articles on getting and using advertising photos 
202 Tips for Direct Mail Advertising 
A 16-page booklet reprinting AR’s two special articles on direct mai! advertising 
The Use of Tape Recorders in Advertising — by H. Jay Bullen 


Two special articles on one of the most versatile tools used by admen 


following reprints are available at $1 each: 


Advertising Copyrights — by Robert J. Burton 

Copyright protection for graphic art—a compilation of a series of 10 AR articles 
How | Selved it 
more than 125 selected 


How I Solved it’’ Items submitted by AR’s readers 


November 1956 








FEBRUARY 1957 


Feb. 1-28 


Cherries *n’ Ice Cream Week spon- 
sored by American Dairy Assn.. 20 N. 
Wacker Dr., Chicago 6. 

Heart Month .. . sponsored by American 


Heart Assn., 44 East 23rd St.. New York 
10. 


Feb. 3-9 


Vational Children’s Dental Heuit/ 
sponsored by Bureau of 
Education, American 


w eek 
a Dental 
Health Dental 


Assn 


Feb. 6-12 


Boy Scout Veeek National (.ouncil, 
Bov Scouts of America, New Brunswick, 


N. J. 


Feb. 7-16 


Kraut and Frankfurter 
tional Kraut Packers 
Marion St., Oak Park, Ill. 


Week Na- 
Assn., 202 S. 


Feb. 10-16 


National Beauty Salon Week spon- 
sored by National Hairdressers and Cos- 
metologists Assn. Inc., 205 N. LaSalle 
St., Chicago 1. 


Feb, 12 
Lincoln's Birthday 


Feb. 12-22 
National Dejense Week . Reserve 
Officers Assn. of U.S., 2517 Connecticut 
Ave., Washington 8, D.C. 


Feb. 14 
St. Valentine's Day 


Feb. 15-25 
Vationally Advertised Brands Weer 


sponsored by Chain Store Age, 2 Park 
Ave., New York 16. 


Feb. 17-22 


Advertising Week .. . Adv. Assn. of the 
West, 425 Bush St., San Francisco 8 & 
Adv. Federation of America, 250 W. 
57th St., New York 19. 


February 17-23 


National Engineers’ Week . . . Nat'l. Soc. 
of Professional Engineers, 2029 K_ St.. 


N.W., Washington. 


International Wheat 


Week . . . sponsored by Internatienal 
Bread Weeks Inc., 333 N. Michigan 
Ave., Chicago 1. 


Bread for Toast 


Feb. 17-24 
Brotherhood Week. . .National Confer- 
ence of Christians and Jews 43 W. 57th 
St., New York 19. 

Feb. 22 
Washington's Birthday 





Saleable copies 


Qoicx 
CMANGE 
AaTIsT: 


ar) 


Let’s agree that saleable copies make up the life blood of 
letter shops. The quality must be there. Prices must be 
competitive. Production costs must show a profit. 

That’s why it is significant to know that almost half 
of the first 500 A. B. Dick Model 350 offset duplicators 
were bought by letter shops and printers. Equipment 
must be right to meet their specifications. Today some 
have bought their second and third machines. 


For more information—If you would like to know more 
about this machine that has made good where copy 
standards are the highest under the most rigid cost 
controls, simply mail the coupon below. 


AB DICK 


MIMEOGRAPH + SPIRIT + AZOGRAPH + OFFSET 
IMPRESSION PAPERS + FOLDING MACHINES 


A. B. Dick Company 
5700 Touhy Avenue 
Chicago 31, Illinois 


Please send me more information about the A. B. Dick 
offset duplicator, Model 350. 

Position 
Organization___ 


I aiiicarntneciinciee 


ie | 


ee . aan aine 


. . for more details circle 181, page 112 November 1956 * ar + 





Here’s Superior 
Catalog Binding 
with 
ECONOMY 


LANNING A CATALOG? You can 

make it look better, last longer, please 
the customer by its loose leaf efficiency 
without bulky mechanism — if you just 
specify - ACCOPRESS Binders for the 
cover. And you'll get these good-will 
building features with greater economy 
than you've believed possible in such fine 
catalog bindings. 


ACCOPRESS Binders are available in five 
colors and may be printed or embossed 
for just the effect you wish, Covers are 
made of durable pressboard, lie flat, and 
come in many sizes. Write us your needs 

or ask your stationer to show you the 
complete ACCO line for keeping papers 
together and safe in every department of 
your business. 


The Accopress 
Binder com- 
bines loose leaf 

muvenience, 
large capacity 
and economy. 
Ideal for Cata 


log Covers. 


When transfer time 
comes just slip the 
bound papers from 
the Accobind I older, 
insert a new Acco 
Fastener and the 
Folder is ready for 


another year fling. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 
(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS, Inc. 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronto 
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Ot/ 
I SOLVED IT 


This month we are reprinting some of the better ideas 
submitted to “How I Solved It” in past issues, just to 
give you an idea of the sort of thing we would like to 
see more of. The purpose of all this is to give an addi- 
tional boost to our latest contest and our desire to give 
away a portable tv set. See the rules on page 16. 


Factsheets Solve Problem 
For TV Sales Department 


Our sales department, faced with 
a growing number of tv stations 
competing for national spot busi- 
ness, needed low-cost presentations 
on local tv personalities. The usual 
costly folios were out of the ques- 
tion. 

We devised a sales factsheet to 
give timebuyers complete  back- 
ground information on each of our 
participating programs. With one 
exception, we have been able to 
confine copy to a single page. The 
heading for each presentation in- 
cludes program title, star name and 
picture, station identification and 
artwork illustrating program title 
and type. Headings, supplied by a 
local printing house, are in two 
colors on colored stock. 

The body of each presentation 
gives information about telecast 
time, program format, background 
of personality, sales successes and/ 
or current and past sponsors. 

We run the copy on our own 
Multigraph machine and total cash 
outlay for the entire operation is 
less than 6c per factsheet. Copies of 
each presentation are forwarded to 
all offices of our national repre- 
sentatives and are used with a cover 
letter in answering mail inquiries as 
well as by our sales staff when 
calling on local and regional ad- 
vertisers. 

JOHN TURNER 
Promotion Director, 
WNBF-AM-TV, 
Binghamton, N. Y. 


Copy Guide Bar Helps 
Eliminate Eye Strain 


Copying or checking typed ma- 
terial—especially long tabulations— 
is a tedious job involving a lot of 
eye strain and many chances for 
error. 

To make the job easier, I designed 
a copy guide bar. I took a piece of 
strong, opaque plastic of just the 


right weight to handle conveniently 
and cut a slit in the center of it the 
width and length of a typed line. 
It can be placed on top of the copy 
being checked and the only line you 
see is the one you are checking. 
A. D. BaKErR 
College Point, N. Y. 


‘Riffing’ Makes it Easy 
To Identify 3x5 Cards 


We recently faced a nice problem 
when we wanted to reassemble by 
companies a mailing list of several 
thousand names that had been tran- 
scribed on 3x5” cards. 

The cards should have been coded 
to designate companies but the shop 
that did the typing job neglected to 
do so. To have a secretary code the 
cards by typewriter or rubber stamp 
would have taken too long. 

We solved the problem by “rif- 
fing” the cards at an angle, the way 
you do for counting. A colored pen- 
cil then was used to draw a straight 
line along the “riffed” edges. The lo- 
cation of the line at the top edge 
signified one company, a line half an 
inch lower signified another, etc. 
After the lines were drawn, a small 
mark was left on the face of each 
card, sufficient for instant identifi- 
cation by companies. 

By using all four edges of the 
cards and different colored pencils, 
it is possible to put a great many 





identification marks on _ different 
batches of cards that belong in the 
same general group. 
Wirrip S. Rowe 
Advertising Manager, Sterling 
National Bank & Trust Co. 
New York 


Old Drawing Boards 
Don’t Die — Not Here 


What to do with old drawing 
boards? We had several punched- 
up ones around here and found that 
with a coat or two of non-gloss 
black (or colored) paint they made 
wonderful bulletin or exhibition 
boards. 

This would probably be a project 
for the gals in advertising and you'll 
find such bulletin boards add a dec- 
orative and useful touch to your 
office—that is, if the boss man 
doesn’t snatch it when you're not 
looking! 

MarTHA WorRSHAM 
Production Department, Wash- 
er Bros., Fort Worth 


a 


Off Register Folding 
Cuts Insertion Costs 


In our direct mail work we always 
use a business reply card, and for a 
long time we inserted the card in- 
side the folder with a small red 
sticker. This work had to be done 
by hand and was a very expensive 
operation. After a little experiment- 
ing, we came up with this solution: 

In folding our mailing pieces we 
let the back side come about 1%” 
short of the front side. We insert 
our card and then run the mailing 
piece through a sealing machine 
which seals the piece with a strip of 
adhesive tape and holds the card 
firm. 

This little idea saves us about 
75% of our previous inserting costs. 
The cards, themselves, have a perfo- 
rated tab which makes them just 
the same height as the folded mail- 
er. This tab carries additional copy 
urging the reader to return the 
card. 

E. A. HAEMIG 
Advertising Asst., in charge 
of production, Insulite Div., 
Minnesota & Ontario Paper 
Co., Minneapolis 


Sell on sight... 


Use attention-getting H&D 
Selmor® Displays to put your product 
in the hands of your prospect. 


HINDE & DAUCH 


Subsidiary of West Virginia Pulp and Paper Company 


For FREE BOOKLET—“’How to Select Vending Displays’’— 
write Hinde & Dauch, Sandusky, Ohio 
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Want banners 
that really 
stop traffic? 
BIRTHDAY MSIAILE 





Pratt Letter-Banners are 
made from big 
13° x 19” all-weather 
cloth letters 


Write your own sales message. 
We spell it out with big cfoth let- 
ters and sew on 60-ft. ropes. Reg- 
ular colors: 40c per letter - Day- 
Glo: 70c per letter. 


FREE CATALOG! 


Shows new pennants, ban- 
ners, posters, vertical and 
mobile displays, and letter- 
banners. 








THE PRATT POSTER CO. 
PRINTCRAFT BLDG. + INDIANAPOLIS 4, IND. 
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Brandt Scaleograph 


cuts cropping time 90% 
—fills long felt need 


The newly invented Brandt Scale- 
ograph is a precision instrument that 
crops and scales photos, art, etc. in 
seconds. It is to squares and rec- 
tangles what the compass is to circles. 
Once set to a proportion it will en- 
large or reduce automatically without 
computation. Scaled in picas and in- 
ches. Its practicability and simplicity 
have won hundreds of users from coast 
to coast. Some of the biggest names 
in industry, graphic arts, and ad- 
vertising have placed multiple orders 
and praise its efficiency. Made of 
vinyl plastic, stainless steel, and alu- 
minum. With minimum care will last 
a lifetime. Immediate delivery parcel 
post prepaid. Send check or company 
purchase order. Price $12.50 
Money back if not delighted. 


THE BRANDT CORP. 
P.O. Box 465, NEW ORLEANS 
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Win a Portable TV . 





For the Best 
‘How I Solved It’ 


e “How I SoLvep Ir” has always 
been one of AR’s most popular fea- 
tures. . .but lately we haven’t been 
receiving enough top flight ideas to 
keep up the quality standards we 
want. We're anxious to get more 
and better material for this depart- 
ment. . .and we need your help. 
We doubt that there is a regular 
AR reader who doesn’t have at least 
one good solution he has developed 
for some work-a-day problem in- 
volving advertising production, pro- 
motion or merchandising — an 
which would benefit other 
readers if they only knew about it. 
Perhaps you’ve up with a 
good idea for controlling printing 
costs. . .for getting better place- 
ment of your displays. . .for plac- 
ing publicity releases. . .for attract- 
ing attention at your trade show 
exhibits. . .for better product iden- 
tification on your packages. . .for 


producing a more effective radio or 
tv show. 


idea 


come 


etc, 
Here’s a chance to make that 
idea pay important extra dividends. 


AR regularly 


pays $10 for each 
item published in the “How I 
Solved It” section. . .but for the 


best idea we receive before January 
1, 1957, we'll award one of the 
most exciting new portable tv sets 
— a Deluxe Motorola Cruiser Port- 
able TV. All other items published 
still get $10, so if you’ve got a good 
idea you can’t lose. 

No tricky rules. . .just this sim- 
ple guide: 


@ Describe your solution to an ad- 
vertising production, merchandis- 
ing or promotion problem in not 
more than 200 words, with photos, 
drawings or samples where possible. 


(illustrative material will not be 
considered in the judging, however 
. « -items with no illustration have 
just as good a chance of winning as 


illustrated solutions. ) 


@ Send entries to Editor. Advertis- 
ing Requirements, 200 E. Illinois 
St., Chicago 11, Il. 


e All “How I Solved It” contribu- 
tions received before January 1, 
1957, will be included in the judg- 
ing. 


@ No material will be returned un- 
less specifically requested, and ac- 
companied by return postage. 


@ The winner will be announced in 
the March 1957 AR. 


winning solution was 


In case the 
sent in by 
more than one reader, the entry 
with the earliest postmark will be 
awarded the portable tv set. The 
author of any item published will 
receive $10 upon publication of his 
material. 

The Motorola Cruiser 
Portable TV is well worth shooting 
for. It’s just been announced and 
has many “extra” features. It has a 


super-light aluminum cabinet with 
glamorous 


Deluxe 


styling, an _ easy-grip 
carrying handle, tunes in a flash 
with easy-access side controls, a full 
108 sq. in. picture viewing area. 
Other features include the famed 
Alnico 5 speaker, automatic gain 
control, new zero-in tuner, a “‘float- 
mounted” tube which is unaffected 
by bumps or knocks and a shatter- 
proof face-plate which gives added 
protection. It’s a real leader in the 
field. 

Better get that “How I Solved It’ 
item in the mail right away! 
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HELP BUILD 


SALES 


Happily for the family which artist George Hughes 
has painted above, most resorts cater to a wide 
range of interests, but Dad had better find room for 
evening clothes among his fishing gear. 


And, like so many others, the travel and resort 
industry finds it can best attract customers 
through colorful descriptive literature. Oxford 
Papers assure cleaner, sharper illustrations, more 
lifelike reproduction. Their uniform printability 
makes advertising materials more effective, more 
economical to produce. For specific examples, call 
your nearby Oxford Merchant or write us direct. 


ORD 


OXE 
ef 





This insert is a sample 
of the offset results 


you can get on 


Wescar ‘Offset 


REGULAR FINISH 


OXFORD PAPER COMPANY 
OXFORD MIAMI PAPER COMPANY 


\ VESCAR OFFSET AND RANGELEY OFFSET (com- 


panion grades manufactured at the West Carrollton and 
Rumford mills, respectively) are bright, white papers of high 
opacity, exceptional strength and ink receptivity. They have 
excellent bond and are free from lint and fuzz. Designed to 
insure maximum performance at high speeds, they are recom- 
mended for fine reproduction of halftones and multicolor 
process work. Wescar and Rangeley Offsets, white, are avail- 
able in both regular (smooth) and vellum finish. Wescar 
Offset, vellum finish, is also available in eight distinctive tints 
—ivory, canary, French gray, tan, green, blue, pink and 
golden yellow. 


WESCAR TEXT is a brilliant white, opaque offset paper in vellum finish 
permitting fine gradations of tone from white to solid black. It reproduces 
details of line drawings, halftones and color process illustrations with 
distinctive fidelity. Wescar Text is a de luxe offset sheet meeting the 
most exacting standards for printing results and press performance. 


CARROLLTON OFFSET is a bright white offset paper of good opacity and 
regular, uniform surface. Free from lint or fuzz, it is carefully manufac- 
tured to give trouble-free press performance. Available in vellum finish, 


Carrollton Offset is recommended for quality offset reproduction at 
moderate cost. 


TWO VALUABLE AIDS: (/) The OXFORD PAPER SELECTOR CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. % OXFORD MIAMI PAPER COMPANY, 35 East 


Nation-wide Service 


Through Oxford Merchants 


Albany, N. Y. . 
Asheville, N.C. . 
Atlanta, Ga. . 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. . 
Buffalo, N. Y. . 
Charlotte, N. C. 
Chicago, Ill. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio 

Des Moines, Iowa 
Detroit, Mich. . 
Fresno, Calif. 
Gastonia, N. C. 
Hartford, Conn. . 


High Point, N. C. 
Indianapolis, Ind. 
Kalamazoo, Mich. 
Kansas City, Mo. 


Knoxville, Tenn. 
Little Rock, Ark. 


Long Beach, Calif. 


Los Angeles, Calif. 
Louisville, Ky. 


Lynchburg, Va. 

Manchester, N. H. 
Memphis, Tenn. . 
Milwaukee, Wis. . 


Minneapolis, Minn. 
Nashville, Tenn. 
Newark, N. J. . 
New Haven, Conn. 


New Orleans, La. . 


New York, N. Y. 


Oakland, Calif. . 
Omaha, Neb. 

Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. . 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


San Bernardino, Calif. 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. 
Seattle, Wash. 
South Bend, Ind. 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz.. . . 
Washington, D. C. 
Worcester, Mass. 
York, Pa. 


Mills at Rumford, Maine, and West Carrollton, Ohio 


W. H. Smith Paper Corp 
Henley Paper Co 

" Wyant & Sons Paper Co 
Carter Rice Storrs & Bement 
i The Mudge Paper Co 

Ww ilcox- Walter-Furlong Paper Co 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Franklin-Cowan Paper Co 

' Henley Paper Co 
Bermingham & Prosser Co 
Bradner, Smith & Co 
Marquette Paper Corporatior 
Midland Paper Company 
The Whitaker Paper Co 

The Johnston Paper Co 

The Whitaker Paper Co 

The Cleveland Paper Co 
Graham Paper Co. 

The Whitaker Paper Co. 
Bermingham & Prosser Co 
Chope-Stevens Paper Co 
Blake, Moffitt & Towne 
Henley Paper Co 

Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 

; Henley Paper Co. 
MacCollum Paper Co 
Bermingham & Prosser Co 
Bermingham & Prosser Co 
Graham Paper Co 
Louisville Paper Co 

. Roach Paper Co 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Graham Paper Co 
Louisville Paper Co. 

Caskie Paper Co., Inc 

C. H. Robinson Co 

: Louisville Paper Co 
Allman- Christiansen Paper Co 
Sensenbrenner Paper Co 
Wilcox-Mosher-Leffholm Co 
aan Graham Paper Co 
Bulkley, Dunton & Co., Inc 
Carter Rice Storrs & Bement 
‘ Graham Paper Co 
Baldwin Paper Co., Inc 
Bulkley, Dunton & Co., Inc 
Green & Low Paper Co., Inc 
Kennelly Paper Co., Inc 
The Whitaker Paper Co 
Blake, Moffitt & Towne 

é : Western Paper Co 
Carter Rice Storrs & Bemen 
Atlantic Paper Co 


Wilcox- Walter-Furlong Paper Co 


Blake, Moffitt & Towne 
Brubaker Paper Co 
General Paper Corp 

C. H. Robinson Co 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Cauthorne Paper Co 
Genesee Valley Paper Co 
Blake, Moffitt & Towne 
Bermingham & Prosser Co 
Graham Paper Co 


Shaughnessy-Kniep-Hawe Paper Co 


Tobey Fine Papers, Inc 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

Bermingham & Prosser Co 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bemeni 
Mill Brand Papers 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Paper Merchants, Inc 
Blake, Moffitt & Towne 
John Floyd Paper Company 
Carter Rice Storrs & Bement 
The Mudge Paper Co 


Wacker Drive, Chicago I, 





Conventions 


OCTOBER 


20-22 .. . Screen Process Printing Assn., 
Sherman Hotel, Chicago 


21-24 . .. Assn. of Natl. Advertisers Inc., 
Drake Hotel, Chicago 


22-23 .. . New England Newspaper Ad- 
vertising Executives Assn., Parker House, 
Boston 


22-23 . . . Boston Conference on Distribu- 
tion, Hotel Statler, Boston 


25 ... Gravure Technical Assn. (one-day 
forum), Hotel Sherman, Chicago 


30-Nov. 2 Printing Industry of 
America Inc., 70th annual convention, 
Statler Hotel, Los Angeles 


NOVEMBER 


6-8 . . . Canadian National Packaging 
Exposition, C.N.E. Automotive Bldg., 


Toronto 


11-17 . . . Outdoor Advertising Assn. of 
America, Hotel Ambassador, Los Angeles 


12-16 . . . Natl. Hotel Show, Coliseum, 
New York 

13-14 .. . National Business Publications, 
New York regional conference, Plaza Hotel 


19 .. . Advertising Research Foundation, 
2nd annual conference, Hotel Ambassador, 


New York 


19-21 . . . Advertising Trades Institute 
Inc., 5th Advertising Essentials Show, 
Hotel Statler, New York 

27-28 ... American Assn. of Advertising 


Agencies, Eastern Region annual con- 
ference, Hotel Roosevelt, New York 


Art Directors Design 
Special Air Force Stamp 


Local clubs of the National So- 
ciety of Art Directors finished sift- 
ing out entries in the design compe- 
tition for a special three-cent stamp 
to signal the Air Force’s 50th anni- 
versary. The stamp will be issued in 
1957, Secretary of the Air Force 
Donald A. Quarles announced. 

The competition was open only to 
members of the 23 NSAD clubs 
throughout the United States. Each 
club first held its own judging, then 
sent the local winner’s designs to 
national headquarters in New York. 
The three top winners were se- 
lected by Air Force officials, the 
Postmaster General, and represent- 
atives of the NSAD on October 2, 
1956. 

Engraved plaques went to the 
top winners, and their designs— 
symbolizing 50 years of progress in 
military aviation—will be included 
in an Air Force exhibit to be 
shown across the nation next year. 

44 


; 
Hleres FINE TYPESETTING 


SET PHOTOGRAPHICALLY 


The example shown above is a 


reproduction of typesetting set photographically 
—directly onto photographic paper. 


This method offers impressive economies be- 


cause the Fotosetter* machine operator may 
expose type characters at the rate of 480 2 minute 
...8 a second ...by this method. 


When processed, this single remarkably sharp 


reproduction proof is smear resistant, smudge 
resistant and durable. 


Economical, because the Warwick Fotosetter 


method of typesetting is fast and requires the 
minimum of handling. 


Investigate today. Let us show you how you 


can cut your costs and still get fine typography. 


*Intertype Fotosetter 


WARWICK TYPOGRAPHERS, INC. 


920 Washington Ave. St. Louis 1, Mo. 


OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 


a small additional 


‘cost. TWIN-STICK 301 


on the back of easel dis- 
plays allows the display 
to be mounted on any 
vertical surface when 
counter space is not 
available. 


- . « for more details circle 272, page 112 





\w 


TWIN-STICK 301 


SPECIALLY DES GNED DOUBLE - COATED 
PRESSURE SENSITIVE ADHESIVE STRIP — 
Exceedingly strong adhesive tack over- 
comes board warpage. 


@ WRITE FOR LITERATURE 
AND SAMPLES TODAY 


ADHERES Durabl RUBBER PRODUCTS CO. 


TO ANY 609 WEST LAKE STREET 
SURFACE CHICAGO 6, ILLINOIS 
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PRESENTATION PROBLEMS 
PESTERING YOU ? 


We can handle any kind 
of visual presentation 
from A to Z 


The Chartmakers, Inc. 


COMPLETE VISUAL SERVICE 
VISUAL AIDS FOR: Holding a Meeting 
Lining up a Promotion - Selling a 
Product or Idea - Training Dealers or 
Employees - Interpreting Statistics 
480 LEXINGTON AVENUE, N.Y. 17 

MUrray Hill 8-2760 
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© Point of Purchase Cardboard Dis- 
plays, by Victor Strauss, Presenta- 
tion Press, New York, 218 pages, 
$15 . . . A comprehensive manual 
for the planning, construction and 
production of p-o-p cardboard dis- 
plays written by an internationally 
known authority on the planning 
and production of display materials. 
The result of 10 years of research, 
the book was designed as both a 
guide in display selection and a 
sales aid for display people in ad- 
dition to its primary “how to make 
them” purpose. Vividly and pro- 
fusely illustrated by Francis Reisz, 
the manual is broken down into 
four parts: 1. the basic types of 
displays; 2. exact instructions — 
including blueprints — on how to 
make these displays; 3. time and 
money saving tips formerly consid- 
ered “top” trade secrets; 4. the 
strong and weak points of the most 
important processes in display pro- 
duction. Throughout the _ entire 
book one gratefully notices Mr. 
Strauss’s well-known leanings to- 
ward sweeping the “cobwebs of 
secrecy” away to give open knowl- 
edge to all in order to strengthen 
the entire field. Additional features 
of the book include “a _ buyer’s 
guide,” and a “displayman’s dic- 
tionary” that defines conflicting 
terms used in the field. 


e A Basic Guide to Preparing Pack- 
aging Specifications, Special Report 
No. 8, American Management Assn., 
New York, 100 pages, $3.75. A tool 
for modern packaging management, 
this book provides a practical plan 
for the specification of packaging 
materials. The principles and pat- 
terns set forth in this report are 
based on the current thinking of 
experts in the packaging field and 
also cover practices proved to be 
successful for a variety of manu- 
facturers. The importance and al- 
most universal acceptance of cor- 
rugated and solid fiber containers 
in the field are given emphasis with 
one section of the report being de- 
voted to a discussion of specification 
writing in this area. Recent com- 
pany experience is outlined with 
discussions of performance require- 
ments and possible testing proced- 
ures on the containers. Examples of 
typical specification sheets augment 
this text. 


® Controlling Office Production, 
Office Management Series 140, Spe- 
cial Report No. 8, American Man- 
agement Assn., 64 pages, $1.75, 
(AMA members $1) . An ex- 
tremely helpful guide for those on 
management level who wish to get 
peak efficiency from office systems 
and the office workers. The book 
consists of four reports on recent 
developments in office administra- 
tion: “Where and How to Save 
Clerical Costs,” by Ralph A. Martin; 
“Work Sampling in the Office,” by 
Jeremy Addoms and Frederick A. 
Long; “An Engineer’s Approach to 
Office Systems,” by Douglass A. 
Young; and “An Approach to In- 
tegrated Data Processing and Con- 
trol,” by Alan A. Mann. While the 
approach of all the reports is com- 
pletely practical, presenting specific 
systems and production helps, one 
thought comes to the front rather 
consistently: no matter how efficient 
the system, it will be defeated with- 
out the enthusiastic cooperation of 
the workers involved, and that co- 
operation will never be gained by 
management if the worker feels he’s 
treated like a “cog” instead of a 
person. 


@ Shaping America’s Products, by 
Don Wallance, Reinhold Publishing 
Corp., New York, 194 pages, $10... 
A study of “well-done things for 
everyday use, and how they get to 
be the way they are,” this study of 
industrial designs presents 31 de- 
tailed “case histories” which prove 
how good design has broadened 
markets and increased public ac- 
ceptance of the product. In this di- 
rection, the book goes so far as to 
analyze individuals and firms that 
actually got into business on the 
basis of functional or beautiful de- 
sign plus craftmanship. Accom- 
panying the case histories is a run- 
ing commentary that briefly out- 
lines the history of design. 


Stop the pens! 





“We use U.P Pictorial Research because...” 


ae ot 


‘‘...dependable way to get 
good stories and pictures 
from remote locations” 


Richard S. Lowell, Director, Advertising and Sales Promotion 
United States Plywood Corporation 


“We've solved a tough problem in getting case- 
histories by using U. P. Pictorial Research. Now 
we know how to get desperately needed infor- 
mation and on-the-spot photographs of install- 
ations—without losing time and at very reason- 
able cost. We can ‘follow the scent’ wherever 
products and installations are no matter how 
remote the locations. U. P.’s dependable per- 
formance allows us the luxury of that freedom.” 


* * * 


YOU, TOO... can enjoy the benefits of U. P. Pic- 
torial Research as a dependable way to get case his- 
tories to use in advertising and promotion. The handy 
coupon will bring complete information about this or 
any of the other economical services of the Commercial 
Photography Division, United Press Associations, 461 
Eighth Avenue, New York 1, New York. 


* * * 
U. P. PICTORIAL RESEARCH 


is a documented word-and-picture re- 
port of your product or service as it is 
used by your customers. You get a 
package—in duplicate—consisting of 
a summary of findings, list of questions 
and answers, signed statements, photo- 
graph releases, and photographs. 
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““... provides more com- 


plete, comprehensive, live 
information”’ 


William H. Green, Vice-President 
Kenyon & Eckhardt, Inc. 


‘By providing not only good photographs, but 
also information that is comprehensive, alive, 
and in the customer’s own words through the 
personal-interview technique, U. P. Pictorial 
Research adds a valuable new dimension to case 
histories. We always brief U. P. thoroughly and 
they come back with excellent reports promptly, 
at moderate cost, and without bothering the cli- 
ent’s sales people unnecessarily.” 


HARLOW M. CHurRCH, DIRECTOR 
COMMERCIAL PHOTOGRAPHY DIVISION 
Unitep Press, AssOCcIATIONS 
461 E1icHTH AveNuUE, New York 1, N.Y. 


Please send me complete information, including costs, about 
the services checked: 


(1) Pictorial Research Reports 

L) Photographic assignments 

CL) Advertising and studio photography 
(] Location and publicity photography 
C] Stock photographs 


Name_ 
Title 
Oc cctcrincterinlnacbeannieciaee 


Address 
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run...offset! 


The mice went blind, but PLASTIPLATE never See how they run! Free samples are yours for the 
“goes blind.” The magic of plastic guarantees that asking. 

the image will be /ocked into the plate for rich, 

sharp offset copies. See how PLASTIPLATE runs Beet a eae i ge 

— right on your own press! No cost to you. Two Remington Rand, Room 2174, 315 Fourth Ave., N. Y. 10. 


types available: Please send me free samples of — 


Pre-sensitized Photospeed PLASTIPLATE for 
sparkling halftones and crisp linework. All 
processing steps built right in — just expose, 
de-sensitize, and print. ane sae 


[_] Pre-sensitized PLASTIPLATE 
[_] Direct Image PLASTIPLATE 


Firm 


Direct Image PLASTIPLATE that takes typing alia de illic Ms 
so beautifully and permits fast, nondetectable 

corrections. And you can write or draw directly 
on its patented plastic surface. 








Address 





City 


Mlemington. Frand. 


DIVISION OF SPERRY RAND CORPORATION 
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CEP oseins Requirements 


Controlling 


Promotion 


Materials 


at CBS-Hytron 


How a major company, with many small dealers and an elaborate 
assortment of promotional aids, has set up a system that 
speeds handling, cuts down clerical work, and keeps 


its accounting records up-to-date. 


Keeping records on promotional 
allowances for dealer premiums and 
merchandising aids can become a 
problem of major importance if you 
use as many of these items as does 
CBS-Hytron. To beat down a po- 
tential paperwork Frankenstein 
monster, the tube manufacturing 
division of Columbia Broadcasting 
System Inc. recently put its meth- 
ods men to work designing account- 
ing procedures which have greatly 
simplified the job. 

Sales promotion items, tools, pre- 
miums and technical data represent 
a substantial part of the sales effort 
of CBS-Hytron, as is true of most 
companies in the highly competitive 
and highly homogeneous radio and 
tv tube industry. 


> CBS, which bought the Hytron 
organization now headquartered in 
Danvers, Mass., five years ago, has 
quadrupled its distributor business 
since 1952. It has taken a lot of 
signs, calendars, clocks, silverware 
and dinnerware to do the job, along 
with some original thinking in the 
area of package design and con- 
sumer and trade advertising. 
Principal steps in the CBS-Hy- 
tron march toward a strong posi- 


tion in its field have been: 


1. A program of consumer adver- 
tising, including such media as the 
Garry Moore daytime tv_ show, 
brought about the discovery that 
some 88% of calls for tv service 
are made by housewives, and that 
in 76% of the cases the housewife 
is the one at home when the service 
technician arrives — and thus is the 
only logical potential for influenc- 
ing choice of tube brands. 


2. Design of a_ simple, colorful 
package with high eye appeal, well 
featured in advertising for ready 
identification in the service techni- 
cian’s caddy. 


3. Use of the Good Housekeeping 
Guaranty Seal, which has a proved 
influence on housewives. 


4. Heavy year-round use of pro- 
motional aids offered to service- 
dealers through CBS-Hytron’s 600- 
plus distributors. 

The over-all job has been highly 
effective, but not without some 
problems — an important one being 
the administration of the promo- 


tional-aids fund which has grown 
to a rate of some 150 orders a day, 
averaging about five items each. 

CBS-Hytron offers its distribu- 
tors a wide variety of signs, ad- 
vertising specialties, dealer pre- 
miums and related sales aids. The 
items are charged at fixed prices 
against each distributor’s promotion 
aid fund — most of them cannot 
be bought for cash. The fund is 
built through the distributor’s pur- 
chases, as a specific percentage of 
every tube order. 

Until just a few months ago, a 
complete set of accounting-machine 
ledgers was maintained to record 
promotion fund accruals and 
charges. Accruals were posted 
every time aids were shipped. 

This had become a rather for- 
midable bookkeeping job, and the 
related chore of typing distributor 
invoices covering promotional aids 
was getting equally oppressive; this 
invoicing was handled in much the 
same fashion as billing for tube 
purchases. A few months ago, be- 
fore R. L. Noble Jr., CBS-Hytron’s 
supervisor of office methods and 
systems, started a_ streamlining 
process, handling the promotional- 
fund accounting was keeping three 
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girls busy full-time. 

“This was at a time when only 30 
orders per day were being proc- 
essed,” Mr. Noble says, “and we 
saw a tremendous expansion of the 
program coming, which would have 
threatened to burst the seams of the 
department.” 


> The solution adopted by Mr. 
Noble, Distributor Sales Manager 
John H. Hauser and Second Adver- 
tising Manager Harry G. Burnett 
eliminated the ledger posting com- 
pletely, making the promotional-aid 
invoices keep their own books, in 
effect. 

At the same time, they greatly 
improved these invoice forms, tail- 
oring them to the job so as to re- 
duce clerical time substantially. 

Today the basic invoice is an 
eight-part carbon-interleaved and 
marginally punched form put 
through an IBM electric typewriter 
with a pin-feed platen. 

The forms, designed for CBS-Hy- 
tron by Standard Register Co., 
Dayton, are preprinted for 31 basic 
promotional-aid items — not only 
descriptions and code numbers, but 
also prices. This alone greatly sim- 
plifies the typing job by eliminating 
writing in of most items. Only a few 
special short-term premium offers 
require complete typing. Otherwise 
the operator simply enters quantity 
and price extensions for each item 
from a worksheet previously pre- 
pared. 

This worksheet, in the same form 
set-up as the invoice itself, is hand- 
written from information appearing 
on the distributor’s order, and 
prices are extended on a calculat- 
ing machine. Thus when the form 
is passed on to a typist, she has a 
minimum of typing and no other 
reference or calculating to worry 
about. 

The first copy of this invoice set 
is mailed to the customer, and the 
second goes to the CBS-Hytron 
salesman. Other copies are used for 
supplier orders where promotional 
aids are drop-shipped by the ven- 
dors; packing list, shipping report 
and_ sales-department copies, as 
well as the promotion-aid “or- 
dered” file copy. 

At the top of each invoice form, 
picked up from the distributor’s 
order, the starting balance in the 
promotion fund is shown. At the 
bottom, after the total of the order 
has been subtracted, the new bal- 
ance is shown — ready to be picked 
up for the next order. Thus, the 
entire bookkeeping job is self-per- 
petuating from one order to another, 
and the burdensome job of posting 
ledgers is no longer necessary. 
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> At the same time, CBS-Hytron 
saved another step in the prepara- 
tion of statements on the promo- 
tional fund. Where a_ statement 
from the ledger record used to be 
prepared every month, regardless of 
activity status, now statements are 
required only for those customers 
who purchase tubes during the 
month, to show their new accrual 
credits. 

Accounts which made no pur- 
chases have the equivalent of an 
up-to-date statement on the bottom 
of their last promotional fund in- 
voice. The promotional fund ac- 
crual, which is based on fixed per- 
centages of purchases, has been in- 
corporated with an internal sales 
report prepared on the company’s 
IBM tabulating equipment, thus 
further relieving burden on the 
promotional-fund record operation. 

As a net result of these changes, 
where three girls used to process 30 
orders a day, four clerks are now 
handling, without burden or back- 
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CUSTOMER'S ACKNOWLEDGEMENT 
CBS-HYTRON SALES CORPORATION 


A SUBSIDIARY OF COLUMBIA BROADCASTING SYSTEM, INC. [ 





[CUSTOMER ORDER WO @ DATE 


3/23/56 


<8 Onsnoz0 


O41 V-re 


ORIGINAL 
QUANTITY 
ORDERED 


~ | PA-10 
__ | PA 

| PA-12 

| PA.13 


COOE 


DESCRIPTION 


lcas ILLUMINATED SIGN 
cas METAL FLANGE SIGN 
| CQS POSTAL CARDS 
| CQS POSTAL CARDS 
} PA-14 | CQS POSTAL CARDS TO GET QUALITY 
| PA-18 | DEALER MIRROR-BACK KIT 

PA-22G | 19 


YOU'RE SURE” - IMPRINTED 


GIRL CALENDAR (MIN. 100) 


+ +—_—— 
PA-225 | 19 
| 


SCENIC CALENDAR (MIN. 100) 


T CALENDAR MAILING TUBES 

| GIANT TUBE DISPLAY CARTON (MIN. 25) 
CQS TAGS - IMPRINTED 

| CQS STICKERS - IMPRINTED 

j RITE POINT PENCIL - IMPRINTED (MIN. 50) 

j CASES OF BOOK MATCHES - IMPRINTED 

| CQS ILLUMINATED ELECTRIC CLOCK 

| SHOP COAT 

| DISTRIBUTOR SHIPPING LABEL - IMPRINTED 
DISTRIBUTOR OUTDOOR SIGN - IMPRINTED 

"| DISTRIBUTOR INDOOR SIGN ae 

| DEALER OUTDOOR SIGN - IMPRINTED 

| DEALER INDOOR CLOCK/SIGN 


+ 
PA-21 

+ 
PA-23 
PA-24 

+ 
PA-26 
PA-31 
PA-32 
__| Pa.3a 
PA-39 
| PA-40 
PA-4! 
PA-42 

+ 
_| Pana 


DATE ENTERED 


| 4/18/56 


"WE CERTIFY” - IMPRINTED 


- UAPRINTED 


IMPRINT CHARGE 


IMPRINT CHARGE | | | 3/75 


log, an average 150 orders per day. 

“Another distinct advantage of 
this new system,” Mr. Hauser points 
out, “arises from the fact that a new 
balance is shown on the invoice 
for each promotional-aid shipment, 
which is originated at the time that 
the order is received. In the past, 
promotional-allowance invoices 
were not prepared until an order 
had been shipped. Frequently this 
meant a wait of from two to four 
weeks if the items ordered were 
ones which had to be custom-made. 
During that time, no charge against 
the fund was posted. Therefore, it 
was very likely that the distribu- 
tor’s statement at the end of a 
month might lead him to believe he 
had a much greater balance than 
actually existed. By showing him 
withdrawals from his fund account 
promptly, we have added another 
little wedge to encourage prompt 
ordering of tubes, in order to keep 
his promotional allowances at a 
good working level.” 44 


DISTRIBUTORS BUSINESS 
BUILDERS 
LOG NUMBER } 


eemeueeneners - 
SALESMAN STATE 


| 1-03-122 | 200-03-12. ~—| of 


SPECIAL INSTRUCTIONS 


“TP. A. ORDER NO. | CUSTOMER CODE 


FUND BALANCE FORWARDED From prion |OVERORAFT) 
ROER 
ACCRUAL 
a ae ce an vat | __ 80,00 
CREDIT FROM SALES FOR MONTH OF 
pamela 
TOTAL AVAILABLE 
UNIT PRICES 
puis to | CHARGED TO 


OU WHEN 


EXTENSION 
y 
SHIPPED 


ee AMOUNTS 





| CBS EMBROIDERED EMBLEMS 
6% PAPER BAGS — 





_|roz PAPER BAGS __ 





| pa-sé |CBSDROP CLOTHS 

| PA-57_| LETTER HEAD - IMPRINTED ba 
PA-58__| BILL HEAD - IMPRINTED 
PA-59__| ENVELOPE - IMPRINTED _ 

| PA-60__| BUSINESS CARD - IMPRINTED 


+ LN — 
10 | PA-68 | GOOD HOUSEKEEPING BANNER ! 
——*¥_| + ————$___________ _— 


PA-70 | Gooo HOUSEKEEPING KIT 
—+—=_ Er = a eee 
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PA.39 COAT SIZES 
soon 
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The Basic Form 
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TOTAL REDUCTION OF FUND BY THIS ORDER 


63,40 
OVERDRAFT 
NEW BALANCE OF YOUR PROMOTION FUND 


ACCRUAL 16 60 cy 


In addition to the customer’s acknowledgement, the carbon- 


interleaved set contains a salesman’s acknowledgement, four copies for packing list or 
supplier’s order, and a final copy for the order file, all filled out in a singletyping. 
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By David L. Stanley 


Advertising and publicity men 
who send publicity releases on new 
products to weekly newspaper edi- 
tors for publication are wasting 
their time. 

At least this is one of the findings 
of a survey of Southern California 
weekly newspaper editors con- 
ducted by the Journalism Depart- 
ment of San Diego State College. 
The survey showed that not one 
editor preferred or used “new prod- 
uct” releases, although 15% of the 
publicity releases received were of 
that type. 

The survey indicated that weekly 
newspaper editors have some of the 
same gripes expressed by daily 
publications editors, plus a few 
more. The three major points 
showed that the weekly editors felt 
that: 1. publicists don’t localize 
their handouts enough, 2. public- 
ity releases are too long and dull, 3. 
and publicity releases are not news- 
worthy. 

One of every three editors indi- 


When you send out press 


releases, be sure you know... 


What the 
Weeklies 
Want 


cated publicity releases were not 
localized enough to be usable and 
one in four said most releases were 
rejected because they were attempts 
to gain free publicity. 

“Free publicity is fine for non- 
profit groups,” said one editor, “but 
not for large manufacturing or re- 
tail firms. Their releases must have 
a good local news peg.” 

Another editor said, “Manufac- 
turers must learn that new prod- 
ucts aren’t of interest to us, because 
they’re not of interest to our read- 
ers . . . unless there is a_ local 
angle.” 

That local angle, he said, might 
be that the product is produced 
locally, that some local man de- 
veloped it, that a local merchant is 
the first in the area to sell it, or a 
local buyer has had experience with 
the product. 


> Weekly newspaper editors also 
charged that publicists tend to write 
for daily newspapers . . . especially 
those working for national firms. 
This, the editors say, is in spite of 
the fact that the weekly papers in 


the U.S. have a larger combined 
circulation than the nation’s daily 
publications. 

As a result of the “aimed” writ- 
ing for dailies, weekly editors con- 
tend that they cannot use copy be- 
cause it is dated, doesn’t meet the 
weekly paper’s deadline, and isn’t 
localized enough for the weekly 
paper’s distribution area. 

These same editors agreed, how- 
ever, that publicists for national 
firms operating in a given local area 
were responsible for more reliable 
releases than those operating from 
remote areas. This would indicate 
that a local publicist would know 
his area better than, say, a New 
York agent, and could therefore 
better place material. 

“Even so,” said one editor, “most 
publicists are usually too lazy to 
bring the local angle out in front.” 
Yet editors unanimously agreed 
that copy to be usable must be 
localized. 


> Seventy-two per cent of the edi- 
tors said that less than one in five 


publicity releases had any actual 
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news value. But one editor said, 
“Eighty to 100 per cent of releases 
from local men are newsworthy, but 
those from remote areas fall into 
the ‘little news value’ class.” 

Perhaps this tends to indicate and 
emphasize the trend which manu- 
facturers are starting in decentral- 
izing their publicity headquarters. 
Better localized campaigning can 
show an increase of 75% in copy 
usability and an unmeasurable gain 
in effectiveness. 

In spite of their opinions of the 
copy—which is generally poor—edi- 
tors indicated in a series of three 
questions that 90% favor continu- 
ance of unsolicited copy. They also 
indicated that they did not object 
to mimeographed, carbon or dittoed 
copies (if neat) by a two to one 
margin. 

As far as preparing releases, 81% 
of the editors felt that publicists 
would have a better chance of hav- 
ing their material used if it were 
prepared in newspaper style. 

“Publicists could improve their 
chance of getting in print,” said 
one editor, “if their releases fol- 
lowed journalistic form. On their 
copy they must indicate their name 
and address as a source of informa- 
tion, however.” Editors apparently 
felt that “journalistic form” in- 
cludes correct mechanics, writing 
style, editing and distribution han- 
dling. 


> The survey also showed that ap- 


Candid Battery Recorder 
Operates in Briefcase 


An__ eight-pound, _ self-powered 
battery recorder, that can pick up 
sounds within 60’ in o. out of a 
closed briefcase, has been intro- 
duced by Miles Reproducer Co., 
New York. 

The unit is called the “Walkie- 
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parently local publicists are fairly 
well aware of the kinds of people 
with whom they deal. Fifty per cent 
of the editors said they receive tele- 
phone calls from publicists asking 
why releases are not used. These 
editors unanimously indicated they 
did not resent the calls, if they 
were not interrupted near deadline. 

Of the other 50% of the editors 
— those not called — five of every 
six said they would resent being 
called. The publicists, seemingly, 
know their local editors. 


According to the college’s editor 
of this survey, “One of the most 
interesting parts of the survey was 
going over the releases which edi- 
tors had saved . . . in most cases, 
the envelopes marked ‘NEWS’ con- 
tained no news at all. 


“The amount of publicity material 
that comes into an editor’s office is 
unbelievable and it is easy to realize 
why many of the weekly editors 
don’t bother to open the stuff at all 
—they just don’t want to wade 
through it.” 


> Editors indicated that their pet 
peeves included: 


1. Those publicists who send out 
releases which reach papers just 
prior to deadline and are so dated 
as not to be usable in the next 
paper. 


2. Those who send out material be- 
cause they’re more anxious to gain 


Recordall,” and without the neces- 
sity of wires or plugs, can make 
unsupervised recordings in time- 
lengths up to four hours. 

A voice-activated “self-start- 
stop” control attachment automat- 
ically starts the recording as soon 
as the voice or signal comes through 
the microphone. The recorder stops 
within six to ten seconds after voice 
or signal stops. 

Immediate playback of any part 
of the recorded text is permitted 
through an indexed groove finder 
that enables any part of a four 
hour recording to be located within 
a couple of seconds. 

Available in six different models, 
the units — without separate at- 
tachments—range in price from 
$350 to $785. 44 


Leaflet Solves Problem 
Of Too Many Accounts 


Been bothered lately by too many 
accounts? The public relations di- 
vision of Chambers & Wiswell Inc., 
Boston, has the cure for this kind 
of annoyance with a helpful little 
booklet entitled, “The Easy Way.” 


free space than work out a good 
advertising program. 


3. Omission of first names, incor- 
rect spelling. 


4. Stories that are too long, failing 
to keep the main points high in the 
story. 


5. Releases which advertise a prod- 
uct. 


The same editors said that pub- 
licity men could do a better job by: 


1. Sending fewer, but more local- 
ized releases. 


2. Making certain that releases 
were of a truly widespread interest. 


3. Keeping releases shorter, bright- 
er and stressing the local angle. 


4. Sending news only to specific 
communities involved. 


5S. Using local names. 


Upon looking the second list over, 
one editor said, “. . . if they only 
would . . . it'd make my job easier 
and their work more effective.” 

On one point the survey criticized 
the editors—at least those who 
throw out releases without opening 
them. While going through un- 
opened releases found in one edi- 
tor’s waste basket, the survey group 
found a check from a New York 
advertising firm, a season pass to a 
local college’s football games and 
several theater passes! 44 


This handy guide for early re- 
tirement lists 25 clear and concise 
ways to lose a PR account for those 
who are “tired of it all.” 

Among the really brilliant sug- 
gestions in the leaflet are: 


e “Smile condescendingly at his 
suggestions.” (If he had an ounce 
of brains he wouldn’t be running 
his business at all.) 


e “Don’t waste time learning about 
the client’s products and how they’re 
made.” (What are you — an ac- 
count executive or a laboratory as- 
sistant? ) 


e “Promise every story will hit 
Life, the wire services, news- 
reels, Ed Sullivan . (You can 
always cover up by telling the cli- 
ent how thick the editors are.) 


While the 25 steps to the exit 
were designed primarily for tired 
PR men, the booklet would be of 
equal value to any account execu- 
tive or salesman wishing to retire 
from the fray. 


For your copy circle No. 106 ofr 
Readers’ Service Card inside back cover. 





CLEAN AS TODAY’S HAMMERMILL BOND. When it comes to bathing, this 
young lady has nothing on Hammermill Bond. Every bit of pulp that goes into 


any Hammermill paper gets a final bath through centrifugal equipment that 
whirls remaining impurities out of the pulp equipment that Hammermill 


spent a half million dollars to invent, develop and install. This extra step makes 
Hammermill Bond cleaner than ever. Another -yet 

reason why Hammermill Bond prints better, types wrMMERM 

better, looks better. Hammermill Paper Company, BOND costs no more 
Erie, Pennsylvania. and actually less than many other 


vatermarked paper 





With Hammermill Offset 
you can print the difference 


OU don't have to be a mink expert to see the 

differences in these mink stoles. It’s the subtle 
differences in color and texture that make the not WILD MINK ¢ ABOUT $1,000 
so subtle differences in price. And with Hammermill 
Offset, you can print the differences that reveal the 


CERULEAN MINK * ABOUT $1,400 


differences in value. Hammermill Offset lets you 
RANCH MINK * ABOUT $650 breathe life into illustrations. 


DESERT GOLD MINK * ABOUT $2,200 
Lithographed on Hammermill Offset, Substance 80, Pearl finish 


MANUFACTURED BY 
HAMMERMILL PAPER COMPANY °* ERIE, PA. 





With the rapid increase in high- 
way traffic, and the accelerated 
road-building program, the role of 
highway advertising is becoming 
increasingly important. To bring 
our readers up-to-date on this 
medium, AR went to George H. 
Shields, vice-president of Gardner 
Advertising Co., St. Louis advertis- 
ing agency, who has worked very 
closely in this field for many years. 
The following report is based on an 
interview with Mr. Shields. 


More than 85% of all Americans, 
points out Mr. Shields, are either 
car owners or car riders, and the 
traffic on our highways is increas- 
ing rapidly. Considering these facts, 
highway advertising, he says, is a 
medium that no advertising man 
can afford to overlook. It is a very 
inexpensive way of achieving many 
advertising objectives. 

In discussing the subject, it is im- 
portant to define terms. There are 
two categories of outdoor advertis- 
ing, distinguished generally by the 
location of the signs. As convenient 
a way as any of distinguishing the 
two is to limit our consideration of 
highway advertising to those in- 
stallations outside the city limits. 
Signs posted or painted within a 
city’s boundaries serve somewhat 
different purposes, and must be 
judged by somewhat different cri- 
teria. 

Mr. Shields points out that there 


The outdoor sign medium, although it is one of the oldest in the 
country, is still a mystery to many admen. Here an expert fur- 
nishes a guide to the basic principles of outdoor advertising. 


are three major groups of adver- 
tisers who should give serious con- 
sideration to highway advertising, 
each for its own purposes. 


1. The national advertiser, who 
uses many media to sell his prod- 
ucts or services, 


2. The local and regional business, 
which relies on highway advertising 
for a major part of its advertising 
campaign. To reach customers 
throughout his general trading area 
he erects signs along the highways 
leading to his business. 


3. The highway business, which 
finds this medium vitally important. 
For whether it is a motel, a restau- 
rant, a grocery store, a resort, or 
what have you, highway advertis- 
ing is the major means of com- 
munication with its market. Such 
a roadside business frequently de- 
pends almost entirely on highway 
ads. 


>These highway businesses add up 
to more than the average man 
thinks. The Roadside Business 
Assn. estimates that their total 
volume is more than $12 billion, 
and furnishes more than two mil- 
lion jobs. Highway advertising is 
the logical way for these businesses 
to communicate with their buying 
publics, It is usually more effective 
than printed media, radio, tv, or 
direct mail. National publications 
are almost automatically eliminated 


since few of these businesses are 
national. 

But most important of all, high- 
way business is almost 100% im- 
pulse. You cannot really precondi- 
tion the public mind to this kind 
of buying. You must sell them on 
the spot. This creates basic similari- 
ties in thinking between highway 
advertising and _ point-of-purchase 
displays; both atempt to promote 
impulse buying. 

Highway advertising has a num- 
ber of points in its favor, points 
that make it more effective than 
other media. Some of the principal 
ones, according to Mr. Shields, are 
these: 


1. Power of pictures . . . Highway 
advertising lends itself to the power 
of illustration. A picture can con- 
vey at a glance an idea that might 
take many words to express. 


2. Strong impression When 
you are trying to build brand fami- 
liarity, more and more important 
these days, highway displays work 
well. It is a good way to appeal to 
people’s emotions, desires and am- 
bitions. 


3. Repetition 
advertising is 


... One rule of good 

“keep everlastingly 
at it.” Highway signs are ideal for 
repetition. They are on the job 52 
weeks a year. If, for example, you 
use a series of four signs stretched 
at intervals along a highway, a 


Signs & Identification Materials * 25 





he World (/ver 


Your entire illuminated 
dealer identification 
sign program 
can be placed in our hands 


with complete confidence. 


NEON PFPwHROYMVvVIOTS 


Neon Avenue, 
Lima, Ohio 


INCORPORATED 
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SLOW DOWN 
AND LIVE 


commuter will get 20 impressions 
each week, making a total of 1,040 
impressions a year. That’s a lot of 
repetition for one potential cus- 
tomer. 


4. Economy .. . For national or 
local use, highway displays offer 
extremely low cost per thousand 
impressions. 


5. Tune with the times ... More 
than ever, America is a nation of 
suburbanites. More than ever, 
America is on wheels. Increased 
leisure time means more motoring. 
This moving population is reached 
by highway advertising, for both 
local and regional businesses as 
well as national ones. 


6. High coverage . . . Highway bul- 
letins can reach 90% of all poten- 
tial customers in most areas. 


On the other hand, George 
Shields points out that highway dis- 
plays will not do certain jobs. You 
cannot make long, detailed, reason- 
why explanations with highway ad- 
vertising. You seldom can afford 
to change copy every month. You 
cannot advertise specific sales. 


> Fairly accurate procedures have 
been worked out to measure the 
coverage of highway advertising. 
Let us suppose you have four 
double-faced signs between Smith- 
ville and Jonesboro. The govern- 
ment traffic flow maps will tell you 
how many people use that highway 
every day. Other government fig- 
ures tell us that a good figure for 
occupancy is 2.8 persons per Car. 
If we then multiply the traffic flow 
by this figure of 2.8 by the number 
of signs, we get the total number 
of possible impressions per day, 
which is a figure equivalent to the 
circulation or readership figures of 
a magazine or newspaper. 

In selling highway ads, the gen- 
eral area of coverage includes the 
marketing areas other than those 
immediately adjacent to metropoli- 
tan centers. Take a town with 15,000 


population. Experience has taught | 


us that its marketing area include 
45,000 people, 90% of whom can be 
reached by highway advertising. 

Highway advertising, whose signs 
have permanency as one of their 
characteristics, produce a quality 
impact at a remarkably low cost. 
Actually, per thousand, the cost is 
less than any other medium, with 
the possible exception of handbills. 
In a recent campaign for an In- 
diana retail shoe chain, the cost for 
1,000 exposures, which means that 
1,000 cars drive by each sign, is 
only 34c, which is hard to beat in 
any other medium. 


> To put this in absolute terms, let’s 
take a hypothetical shoe store in a 
town the size of Lafayette, Ind. 
Many such communities are located 
at the intersection of two main 
highways, which gives four roads 


leading into town. If the shoe store | 
owner wants displays, he can go | 


to an advertising company which 
will put up four signs — each 5x10’ 
— one on each road coming into 
town. And the total cost to the store 
would be $80 per month for all 
four signs. 

It is just as simple as that for the 
store. The sign company has some- 
thing more than that to do, for it 
must take care of all the details. 


It presents design, copy, and loca- | 


tions to the store owner for his ap- 
proval, and in all goes through a 
six-step process: 


1. The company designs the sign 
and the client approves it. 
2. Advertiser and _ sign 

agree on the number of signs. 


3. Advertiser and _ sign 
agree on cost. 


company 


4. Sign man then goes around and 
leases land for the signs, usually 
directly from farmers. 


S. The sign company manufactures 
and erects the sign. 


6. The sign 


company maintains 


them for the duration of the cam- | § 


paign. 


> Mr. Shields cited some 


a 


company 








specific | 
figures to back up his claims. Mor- | 


THEY’RE PRE-TESTED 
For WEATHER-WEAR 


Paint Enamels used are made to 
GRACE specifications for weather 
resistance. They are pre-tested 
for quality control. This elimi- 
nates all guesswork and assures 
longer service life. 


COOK’S 
ae 


HOME LUMBER COMPANY | 
ME UU} d | 


SILK SCREEN PROCESSED 


Our special method of applying colors to a 
faithful reproduction of the product or de- 
sign, is fast, accurate and artistic. They 
have eye—and buy—appeal. Over 35 years of 
— backs every sign produced by 


139 ae 
DAY or By ied ai 


iL a aeate 


. AGL 


POINT-OF- 


Mort = 
, d a ROADSIDE 
Pi Miter ma att coey 


PLAIN OR 
REFLECTORIZED 


WE DESIGN 
YOUR SIGN 
IF YOU 
WISH 


You may, at times 
desire a specially de- 
signed sign. Just let 
us know. We will 
make up a_ color 
sketch for approval 
There are no obliga- 
tions. What are your 
needs? 


SEND FOR CATALOG 
IN FULL COLOR 


Hae 


3601 So. 2nd St., St. Louis 18, Mo. 
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To CATCH the BUYER’S ROVING EYE 


will put YOUR message across. 
You, like so many smart advertisers will 
find that banners can do a real selling job, 
quickly, economically. 


FOR YOUR DEALERS — = In 


both indoors and outdoors, 
or miniatures. 


a number of ways, 
with banners, streamers 


FOR YOU — In your showrooms and branch offices, 


in your trade shows, on your delivery trucks. 


LET GOTHAM SHOW YOU HOW — 


Gotham's 


creative designers produce original banner ideas that 
give you attractive, hard-selling banners, in all fabrics. 
Gotham's modern techniques give you top quality, 
quick delivery at low, LOW costs. 


Ask a Gotham specialist today 
he'll be happy to help you, — with 
no obligation, of course. 
Write, wire or phone us NOW 


GOTHAM ADVERTISING DISPLAYS «¢ 88 University Place « N. Y. 3, N. Y. 


WaAtkins 4-4346 


Need pennants 
that last 
all winter long? 


The only pennants made with a 
full 60-day guarantee are made 
by Pratt. Plastic-impregnated drill 
cloth in 6 brilliant colors. Ready 
to hang. Only $1.25 per 25-ft. set 
of 12 flags; less in quantity. Other 
pennants as low as 65c per set. 


FREE CATALOG! 
Shows new pennants, ban- 
ners, posters, vertical and 
mobile displays, and letter- 
banners. 


THE PRATT POSTER CO. 
PRINTCRAFT BLOG. * INDIANAPOLIS 4, IND. 
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WRAP- AROUND x, 36” &%" faces 
CHROME STEEL (forpointofsale 


SIGN FRAM PLASTIC AND 


GLASS SIGNS SIGNS 


Just Wrap Around and i and Cip 
ques Free Sample Assortment 


THE YARDER MFG. CO. ouEDo't2Moxis 
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for more 
effective 
impressive 
reports, 
presentations, 
etc. 


CLAREPORT® 


Transparent 
REPORT 
COVERS 


Clareport* has a 
durable, transparent plastic front 
cover and a back o Strathmore 
Beau Brilliant cover stock in 8 
smart colors. Holds standard 11’’ 
x 81,” sheets (special sizes to 
order). 


2480917 Send for FREE sample and prices, now! 


*U. S. Pat. We specialize in custom-made easel 
binders and presentation binders. Your problem 
solved quickly and inexpensively. 

WRITE, WIRE OR PHONE—DEPT. N-11 


BELFORD set ie 


Cae Ae a 


Wth Stree 








ton’s Salt is a good example of a 
user of highway signs. In 1955, that 
company used 19,000 signs, at a 
cost of $625,165. Of course, for a 
product like salt, highway displays 
are ideal. It needs no long reason- 
why copy. The function of the signs 
is to saturate peoples’ minds with 
the name of Morton’s. 

A recent national campaign for 
Breck’s Shampoo came to only 15c 
per thousand. This compared rather 
favorably with an estimated nation- 
al average of 22c per thousand im- 
pressions. 

On the other hand, 
highway advertising to do the 
wrong kind of job, it will be a 
waste of money and frightfully ex- 
pensive. For example, a department 
store should not use highway adver- 
tising to advertise a special seasonal 
sale. It is simply not appropriate 
for specific sales. However, if a de- 
partment store advertises all year 
round with highway displays, this 
should help each specific promo- 
tion. Marshall Field & Co., Chicago, 
is now running such an institution- 
al highway campaign. 

But where you are trying to build 
familiarity with your brand name, 
or where you are trying to get im- 
mediate action for an impulse pur- 
chase, don’t overlook the highway 
sign, George Shields points out. 
You will reach most of the people 
where it counts most of the time. 44 


if you ask 


Spanjer Offers Catalog 
Of 3-D Wood Letters 


Complete information on a line of 
three-dimensional wood letters can 
be obtained in a catalog offered by 
Spanjer Bros., Chicago. 

Full illustrations are shown of 
standard round-faced letters, stand- 
ard flat-faced letters and special 
letters available in any design or 
shape. Specifications include the 
type of material used, the thickness, 





the height of the letters, and the 
type faces available for order. 

Full price lists for each type of 
sign are included in the catalog plus 
ordering information tips on paint- 
ing the letters. 


For your copy circle No. 110 on the 
Readers’ Service Card inside back cover. 


Custom Die-Cut Masks 
Described in Brochure 


Samples and a brochure describ- 
ing masking tapes and _ stencils 
custom-cut to fit exact requirements 
are available from Gleicher Mfg. 
Corp., Newark, N.J. 

Available in any size, shape, 
pattern, or quantity, the stencils 
can be made for all types of in- 
signia and numbers. 

The masking tapes come in a 
choice of nine different types de- 
pending on the result desired and 
are reported to be equally success- 
ful when used as: 


@ Separators ... for brush or 
spray painting on automobiles, ma- 
chinery, toys, glass, porcelain, leath- 
er, etc. 


@ Sand-blasting aids ... for mak- 
ing patterns on glass, or soft metals 
such as copper, brass, etc. 


e Protectors ... as scratch-resist- 
ant shields for highly-polished ma- 
chine surfaces, name plates and 
gages. 


Each masking tape form and 
stencil is pressure-sensitive and 
comes mounted on an easily re- 
moved interliner. 

An inside flap on the brochure 
holds several samples of custom-cut 
masks and stencils now in use by 
industrial concerns throughout the 
country. 

For your copy circle No. 111 on 


Readers’ Service Card i 


First Waterless Decals 
Introduced to Market 


Samples and literature on a wa- 
terless decal that gives permanent- 
type adhesion by the _ pressure- 
sensitive method are available from 
American Decalcomania Co., Chi- 
cago. 

American Decal calls its new de- 
cal the “Prestocal-G,” and reports 
it to be especially suited to with- 
stand the ravages of weather and 
small children who try to remove 
the signs from the window. 

The extra-firm adhesion also per- 
mits window washing without re- 
moving the sign, according to the 
company. 


For your copy circle No. 112 on the 
Readers’ Service Card inside back cover 


Giant Weather Globe Dramatic 
sign planned for Flint, Mich. bank, is 
15’ high, weighs 22 tons, and gives 
weather forecasts in three colors. 


Giant Weather Globe 
To Top Michigan Bank 


A dramatic weather forecast ball 
that measures 15’ in height and 
weighs 2% tons has recently been 
designed and built by Federal Sign 
and Signal Corp., Chicago. 

Planned for installation atop the 
Citizens Commercial & Savings 
Bank, Flint, Mich., the huge steel 
and plastic globe will be lined with 
almost half-a-mile of three-colored 
fluorescent lighting tubing. 

The use of the tubing will enable 
the “Weather Ball” to glow red to 
indicate rising temperatures, blue 
for cooler weather, and brilliant 
gold for no temperature change. 
Flashing of any color will indicate 
precipitation expected. 

Forecasts will be kept up to the 
minute by remote controls operated 
by a closed circuit telephone line 
to the U. S. Weather Bureau in 
Flint, and alternate controls will be 
in the bank and at the globe’s base. 

The globe is built to withstand 
winds of more than 120 miles an 
hour. Extreme temperatures will 
not affect it because of a cooling 
system that keeps the tubing 20 
under outside temperatures, and a 
“self-heating” effect from the tub- 
ing for sub-zero days. 

Rising -more than seven stories 
above the bank roof, in good 
weather the ball will be visible for 
more than five miles from the 
ground, and as far as 25 miles away 
when viewed from the air. 44 


PRODUCTION 
TROUBLES? 
Send for free brochure: 


It explains in detail our unique 
service. How we help to expedite 
advertising, sales promotion and 
publicity material to get it routed 
to the _ places ON TIME! 


PUBLIC RELATIONS 
SERVICE CO. 


Serving 
clients 
from 
coast to 
coast 


532 South Arlington 


Akron 6, Ohio e Dept. D 
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9 Think No Orrtue Goss 


With Size 


RALPH WALDO EMERSON 1803-1882 


We're not so big that we're not interested in 
the small jobs. We’re not so small that we 
can’t handle even a two or three million mail- 
ing. Our Ledgers show many large and small 
accounts for whom we have done satisfactory 
work for many years. 


“Lefodio averse SERVICE 
521 S. WABASH AVE. * WA 2-9560 


CHICAGO 5 
Fast and Resourceful Service—Since 1919 


— Reasonable, tool 


Multigrephing © Mimeegrephing 
Adéressing ¢ Malling © Plate Cutting © Mechanical Addressing 
Printing © Radic & TY orders processed © Complete Mell Compeigne 
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MULTIPLY 
VALUE 





Many a manufacturer has turned 
to the multiple package to solve his 
distribution problems. As packaging 
techniques develop, these multiple 
units are able to attack more and 
more different kinds of problems. 
As package designers apply their 
ingenuity more and more effective- 
ly, new benefits are being dis- 
covered. 

Cigaret manufacturers were 
among the first to discover one of 
the most obvious benefits — reduc- 
tion of pilferage. A single cigaret 
pack, lying loose on a shelf, is too 
easy to slip into a jacket pocket or 
a handbag, too commonly carried 
to be obvious. A carton, however, 
is a different matter. So as self- 
service supermarkets developed, the 


loose packs were kept safely behind 
the check-out counter while the 
cartons were given mass display. 
Another early user of multiple 
pack units was the soft drink indus- 
try. Here there was another prob- 
lem solved by multi-packs, that of 
increasing unit sale. Before the fa- 
miliar cardboard carrier was de- 
veloped, there was nothing between 
the single bottle and the heavy 
wooden case holding 12 or 24 indi- 
vidual bottles. Now it is just as easy 
for the shopper to pick up six 
bottles as one. Results: greater unit 
volume, decreased breakage, higher 
percentage of return of empties. 
The breweries have also gone in 
heavily for multi-packs, until today, 
the six-pack is practically a stand- 


ard for the smaller and more popu- 
lar sizes. Only rarely are cans sold 
individually in liquor stores and 
supermarkets. 


> But multi-packs are no longer 
confined to these few lines of mer- 
chandise. Almost every product is 
being packed in multiple units. And 


manufacturers are discovering that 
many additional benefits can be de- 
rived. Here are some of the bene- 
fits, and some of the newer and 
more interesting packages that de- 


signers have developed to take 


greatest advantage of them: 


@® One of the more obvious ob- 
jectives of multi-packs was to in- 
crease the average unit of sale. If it 





/Something just short “or *, 
‘automated paper selection; 


wr FREE kit shows 
comparative printing 
qualities of "flat-as-a- 
pancake" gummed papers 
in both offset and 
letterpress. Complete 
with gumming selector 
and printing surface 
specifier. A valuable 
tool} Ask for kit tos 


The Brown-Dridge Mills, Ince 
Troy, Ohio 
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SEND YOUR CATALOG 


AND 1°' CLASS LETTER 
TOGETHER IN 


wey s 


Cs 
cae -COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


Du-Plex 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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Sales Increased When Abbotts 
Dairies adopted this polyethelene bag 
by Milprint for its ice cream rockets, 
sales jumped 35%. The bag protects 
the product from pilferage and thawing, 
and replaces both single-unit sales and 
a four-pack window carton. 


were just as easy to pick up two 
cans of a product as to pick up one, 
the average shopper might pick up 
the larger amount without hesita- 
tion. A price of two for 29c sounds 
much more of a bargain than 15c 
each. And increased sales take care 
of the added cost of the twin-wrap. 


® In some cases, it has been shown 
that consumers will pay higher 
prices for a multi-pack unit than 
they had been accustomed to paying 
for the individual loose cans. Bakon 
Krisp used to sell at three for 29c, 
in loose cans. The manufacturer 
started to put this up in a three- 
pack unit, gave it some promotion 
in Life, priced it at three for 39c, 
and obtained substantial sales in- 
creases as its reward. 


® Another advantage of the multi- 
pack is the additional space it pro- 
vides for promotional copy. An out- 
standing example of this is the 
humble sardine can. The peculiar 
shape of this can has given it almost 
no shelf-appeal. Its label, while 
colorful, is almost never visible on 
the supermarket shelf. But the il- 
lustrated multi-pack has given im- 
mediate identification to the prod- 
uct, increased impulse buying, and 
boosted sales of this brand. 


@ Once you have this additional 
space, it can be used in many dif- 
ferent ways. The outside of multi- 
packs can promote new products, 
tell of a premium offer, or just 
supplement other advertising to 
give additional impact at the point- 
of-purchase. 


e There are variations on this 
theme of combinations and offers. 
A common example is to attach a 
trial size of a new product to a 
regular size, offering them both at a 


lowered introductory price. In other 
cases, a brand-new product is 
packed as a special offer with one 
that is already accepted by the con- 
sumer. In another variation, a pre- 
mium may be packed with the 
product itself, rather than being 
offered as a separate item, to be 
sent for by the purchaser later. 


e Another value of the multi-pack 
is to even out the distribution of 
flavors or types. The Charm gift 
package, for example, contains one 
each of a dozen flavors. While some 
of them are actually less popular 
than others, and move much more 
slowly on the open shelves when 
sold individually, the gift pack 
levels out volume, and encourages 
sampling of the less familiar flavors. 


>» Above all, multi-packing is eco- 
nomical. Rather surprising is the 
saving in costs in handling in the 
supermarket that has been revealed 
by a recent time-study conducted 
by Atlanta Paper Co. In each of the 
four steps that a supermarket must 
put its packages through — pricing, 
stocking, check-out and bagging — 
it was found that handling multi- 
packs resulted in savings, when 
compared with conventional loose 
packs. The saving in labor costs 
was estimated at eight to ten cents 
a case, and this is a substantial ad- 
dition to the economics of market- 
ing. 

Care, however, must be taken to 
avoid resentment by consumers 
who feel they are being forced into 
multiple purchase. While in most 
cases it is considered a convenience, 
there are points in our purchasing 
habits where multiple packing may 
arouse ill rather than good will. 
Rebellion against the recently- 
adopted standard of packing bed 
sheets in nothing but pairs has 
forced at least one manufacturer to 
return to the single-sheet pack, in 
spite of its additional cost. 

But in spite of this occasional re- 
action, consumer attitudes towards 


Sardines Gain Stature . . . Multipacks, 
prepared for Trident Packing Co. by At- 
lanta Paper Co., give sardines shelf 
display space for the first time, in- 
creased national distribution 20 to 25%. 
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For superb color detail... 
SPECIFY THE STANDARD OF EXCELLENCE 


The magnificent illustrations in the book “Indians 
of the Americas” retain all their vibrancy and detail 
in their “translation” to ClICO Coated Papers. 


CHAMPION-INTERNATIONAL CO. 


rd / 
( of SS. MMVCHCE, - VA, CT ssmalleens M; 


MANUFACTURERS OF QUALITY COATED PAPERS 


COPYRIGHT 1956. CHAMPION-INTERNATIONAL CO 


COATED 
PAPERS 





These leading paper merchants can supply 


CONNECTICUT 


John Carter & Company, Inc. 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


DISTRICT OF COLUMBIA 
Stanford Paper Company 

3001 V Street, N.E. 

Washington 18, D.C. 

LAwrence 6-1600 


MARYLAND 


Mudge Paper Company 
501 Water Street 
Baltimore 2, Maryland 
LExington 9-7782 


MASSACHUSETTS 


Andrews Paper Company 
160 North Washington Street 
Boston 14, Massachusetts 
Richmond 2-2200 


John Carter & Company, Inc. 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2-5000 


Tileston & Hollingsworth Company 
211 Congress Street 

Boston, Massachusetts 

Liberty 2-3870 


Donald Wyman, Inc. 
683 Atlantic Avenue 
Boston, Massachusetts 
HAncock 6-6282 


MICHIGAN 


Chope-Stevens Paper Company 
240 Chene Street 

Detroit 7, Michigan 

LOrraine 7-6800 


NEW HAMPSHIRE 


John Carter & Company, Inc. 
23 School Street 

Coneéord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 
Bulkley Dunton & Co., Inc. 
461 Central Avenue 

Newark 7, New Jersey 
HUmboldt 2-5600 


NEW YORK CITY 


Bulkley Dunton & Company, Inc. 
295 Madison Avenue 

New York 17, New York 

MUrray Hill 9-6400 


Capital Paper Company, Inc. 
106 Seventh Avenue 

New York 11, New York 

CHelsea 3-4980 


NEW YORK CITY 


Hobson Miller Paper Company, Inc. 
280 Lafayette Street 

New York 12, New York 

WOrth 6-0400 


Kennelly Paper Company, Inc. 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 
WAtkins 9-6721 


Perkins-Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-4900 


Royal Paper Corporation 
210 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin-Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 
573 Lyell Avenue 

Rochester 6, New York 

Glenwood 3380 


PENNSYLVANIA 


Atlantic Paper Company 
Public Ledger Building 
Philadelphia 6, Pennsylvania 
LOmbard 3-1420 


RHODE ISLAND 


John Carter & Company, Inc. 


421 Industrial Trust Company Building 
Providence, Rhode Island 
GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1 -8441 


VERMONT 


Vermont Paper Company, Inc. 
144 South Champlain Street 
Burlington, Vermont 

Burlington 4-6079 


EXPORT 


Elof Hansson, Inc. 
711 Third Avenue 

New York 17, New York 
MUrray Hill 7-1177 


coated paper 


COATED PAPERS 


Cico-Gloss 
Cico-Flex 


Cico-Offset 
Cico-Graph 


Cico-Print 
Cico-Fold 


Cico-Duoset 
Cico-Brite 
Cico-Lith 


QUALITY CONTROLLED 
BY 


Accufiay 


(LHAMPION-INTERNATIONAL CoO. 


( / 
Yi I AMICHCE, - Maismchusells 


MANUFACTURERS OF 


QUALITY GCOATED PAPERS 


This insert is printed letterpress on Cico-Gloss, Basis 80 Ib. 
Complete art and production details upon request. 





Soft Drink Pack . . . White Rock’s new 
multi-pack, by Robert Gair Co., incor- 
porates two firsts. The four-color gravure 
printing gives life and sparkle to the 
carrier, and a premium offer coupon is 
made part of the carrier, perforated for 
easy removal. 


multi-packs are, on the _ whole, 
favorable. More and more uses are 
being found for this technique, 
more and more places where it 
results in an improvement in the 
profit picture. There are few man- 
ufacturers who can afford to over- 
look the possibilities in the new 
techniques of multi-packs, similar 
to some of the ones collected in re- 
cent months by AR. 44 


Sample Kit Keeps Labels 
Handy for Reference 


Six different packets of labels and 
seals illustrate the range produced 
by Grand Rapids Label Co., Grand 
Rapids, Mich. The company has 
prepared a “ready reference sample 
kit” which consists of these basic 
types: 

e Address labels 

@ Labels in rolls—straight cut, die 
cut and perforated 

@ Heat seal adhesive labels 

Product identification labels 

Rapid-Stik self-adhesive labels 

Embossed seals 

Descriptive information is given 
on each envelope. A wide variety 
of weights and color stocks is avail- 
able. 

For y 

Reader 


ir copy 


‘Tetra Pak’ Introduced 
By Crown Zellerbach 


“Tetra Pak,” a pyramid-shaped 
paper container developed in Swe- 
den, will be manufactured here by 
Crown Zellerbach Co. at its North 
Portland, Ore., plant. In Sweden 
and many other European countries 
the cartons are used to package 
milk, cream, fruit juices and soft 
drinks. Smaller sizes hold ice cream 
and individual portions of honey, 
jam, jelly, salad dressings, and so 
forth. 

The four-sided 


container is 


oi rae vy 4 


hee io this eae 
besides a 


NATIONAL FOLDING BOX 


Sc Oo MPaHN YF wir 4 2.4 2 SB 
FEDERAL PAPER BOARD, COMPANY. INC. 


SALES OFFICES: CHRYSLER BUILDING. NEW YORK 17. N.Y NEW HAVEN AND VERSAILLES. CONN: BOGOTA. WN.J 


BOSTON AND PALMER. MASS : STEUBENVILLE. OHIO: PHILADELPHIA AND PITTSBURGH. PA 
FOLDING BOX PLANTS: BOGOTA. N.J.; NEW HAVEN AND VERSAILLES. CONN : PALMER. MASS... STEUBENVILLE. OHIO: PITTSBURGH. PA 
PAPER BOARD MILLS: BOGOTA. N.J.. NEW HAVEN, MONTVILLE AND VERSAILLES. CONN. : READING. PA.: STEUBERVILLE. O.: WHITE HALL. MO 
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| formed and filled in one operation. 
It, kagi f 
SPEED UP vrovuct packacing 2 8 mire eo 


up to 50%. The container is made 


WV “ of a bleached kraft, coated with wax 
Ww on the outside and polyethylene on 
The ay the inside. 


Describing the new package in 


° its Aug. 5 issue, Paper and Paper 
With Instant Sealing Products says that dairies, juice 
BANDS plants and petroleum refiners are 

expected to be the largest users. 
Akerlund and Rausing are the 


Swedish manufacturers. 44 
Ir your merchandise can be banded for effective coun- 


ter and shelf appeal, instant-sealing, er ype — Guide Gives Pointers 

SELF-STICK Bands are the answer .. . Seal at a finger’s on 2 

touch—require no stapling, taping, moistening. Adapt- on Specifying Packages 

able for a wide variety of product shapes and sizes. . eee 
Boxes,” a newly revised packaging 
guide, is offered by Hinde and 
Dauch, Sandusky, O. The 24-page 
booklet provides a convenient 
check list to determine the specifi- 
cations for better corrugated boxes. 
Illustrations point up the factual 
copy. Among the questions it urges 
manufacturers to ask are: 


e How many units are customarily 
packed in a single box? 


e What is the per unit dollar value 
of the product? 


e Is packing by hand or automatic? 


ee e Are shipments made by air ex- 
—_ press, freight or parcel post? 


The guide, No. 7 in the company 
series of Little Packaging Booklets, 
details how correct box design can 

WRITE today for effect substantial savings. Basic box 
sample selection and styles are shown and summarized 
complete information. in a helpful picture spread. 


For your copy circle No. 108 on the 


Readers’ Service Card inside back cover 
ELF od 7 Os a4 A C | N Cc Novel Shapes Help Tags 
ig i Rd a as Get Customer Attention 


rHOENtXA PREOSBRBUCTIS -€aQ. The ; . fh ‘ 

, . e increasing use of hang tags 
4707 N. 27th Street e Milwaukee 9, Wisconsin shaped to point up the quality or 
- . + for more details circle 235, page 112 service of the product tagged is 
seen once more in a colorful, ripe 
apple tag diecut for Burlington 
“Applesheen” fabrics by Rothchild 

“You get better local or national Printing Co., New York. 
press clipping service by using a According to Burlington sales ex- 
bureau with just one office—where perts, the apple-shaped cutout does 
there is no delay instructing those a selling job superior to standard 
who do the clipping.” format hang tags by emphasizing 
product identity and attracting the 
customer’s attention long enough 
to get across important sales mes- 

Est. 1888 sages, etc. 

PRESS CLIPPING Other “form” diecut tags created 
eteshene BUREAU ae by Rothchild include a peppermint 
BA 7-5371 Sea MANUFACTURERS cutout for candy displays, a tag 





165 Church Street, New York 7, N. Y. — Worth 2.3296 ”* shaped like a teething ring for 
“Toodles” Baby Dolls, and a para- 
- + « for more details circle 265, page 112 sol-shaped tag for Lucina dresses 


| by Stein-Tex. 44 
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Compiled for AR by the International Assn. of 


Electrotypers & Stereotypers, this glossary 


will give admen clear definitions of important terms. 


Because electrotypes and stere- 
otypes are “behind the scenes” 
products of the letterpress printing 
industry, the vocabulary of the 
duplicate platemaker is often a 
mystery to admen. 

This glossary is a new and 
abridged compilation of the most 
common terms and_ descriptive 
names used by members of the In- 
ternational Assn. of Electrotypers & 
Stereotypers Inc. 


Acography ... A method of pro- 
ducing relief surfaces on metal or 
stone by means of chalk tracery, 
from which an electrotype or ster- 
eotype plate can be made. 


Ad Mat... Trade name for one of 
the dry mats used in stereotyping. 


Advertising electrotype .. . 
Also known as Ad Plate. Made from 
an engraving or electrotype pattern 
to be distributed by advertisers to 
various publications. It is seldom 
used for a great number of printing 
impressions. 


Aluminotypes ... Duplicate plates 
of an aluminum alloy that are cast 
under pressure from a plaster com- 
position mold. The plates are light 
in weight and durable; their prin- 
ciple market is for export. 


Amalgatypes ...A term for elec- 
trotypes faced with hard nickel. 


Anchoring ... A method of mount- 
ing letterpress printing plates which 
are to be trimmed flush, thus leav- 
ing no margin on which to use 
tacks. Performed by means of 
screws or strips of solder attached 
to the bottom of the plate through 
holes bored in the block. Now being 
superseded to a great extent by the 
use of chemical adhesives. 


Arsenic dip ... One of the steps 
in the process of iron plating of 
electrotypes. 


Backing ... The process of pour- 
ing electrotype metal on the back 
of the shell to bring it to the re- 
quired rough thickness. Also the act 
of packing the back of a stereotype 
mat. 


Backing metal ... The lead- 
antimony-tin alloy used to 
strengthen electrotype shells and to 


bring the electrotype to the re- 
quired thickness. 


Base high . . . The height of a base 
material under a letterpress print- 
ing plate in order to bring the as- 
sembly of plate and base to type- 
high thickness (0.918’’). 


Bearers ... Pieces of wood, plastic 
or metal (type-high) placed around 
or in a type form or engraving for 
protection during the process of 
electrotyping or stereotyping. 


Bevel-edge plate ... An un- 
mounted letterpress printing plate 
with edges beveled at an angle that 
will match that of the clamp hooks 
which will hold the plate on the 
metal base. 20 degrees is the stand- 
ard bevel on all unmounted electro- 
types. 


Black-leading . . . The process of 
coating the electrotype mold with 
graphite, either wet or dry, to make 
it electrically conductive. 


Block .. . The wood or metal base 
upon which relief plates are 
mounted to make them type-high. 
British term for a photoengraving 
plate. 


Block-off .. . In stereotyping, a 
term used to describe increasing 
the thickness of the mold at the 
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back by placing paper or gummed 
tape over the printing area. 


Boilerplate ... News and feature 
material in the form of stereotypes 
used by some weekly papers. 


Buckle ...A kink or buckle in a 
stereotype mat or electrotype shell 
can be caused by crowding too 
much mold space into a casting box 
or molding pan. 


Building up ... The placing of 
melted wax on the non-printing 
areas of the mold so that these 
parts of the printing plate will be 
deep enough to prevent smutting 
the paper in the printing operation. 


Bumping ... Term for the pre- 
liminary straightening and pre- 
makeready treatment of electro- 
types. 


Burnishing ... The act of rubbing 
a letterpress printing plate with a 
polished steel tool to smooth unde- 
sirable rough. areas; to darken 
printing areas by spreading the 
dots; or to prepare the surface for 
making of a minor correction. 


Burnt... Term used to describe a 
plate that has been trimmed or 
beveled so close to the reading mat- 
ter that the type on the edge has 
been slightly damaged. 


Burr ... The thin ridge or shoulder 
of metal left on the printing surface 
of a plate by a graver, saw or 
router bit. 


Case ... The base upon which the 
molding wax is poured, acting as 
the case into which the wax mold is 
made. 


Cast ... The duplicate of a type- 
form or original illustration ob- 
tained by electrotyping or stereo- 
typing. Also used to describe the 
backed-up assembly of electrotype 
shells (or shell) before the opera- 
tion of cutting into individual 
plates, or sawing off excess metal. 


Casting ... The act of backing the 
electrotype shell with molten metal, 
or the operation of pouring the 
molten metal into the casting box to 
make the stereotype plate. See 
Centrifugal casting, Cylindrical cast- 
ing. 


Centrifugal casting . . . Method 
of applying molten backing metal to 
a curved electrotype shell while 
the shell is revolving at high speed. 


Chase ... The metal rectangular 
frame in which type and illustra- 
tions are locked for duplicate plate- 
making. 


Chromium plated electrotypes 
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- « « Printing plates upon which a 
chromium plating has been electro- 
lytically deposited to provide great- 
er wearing qualities. 


Cliche . . . The old name for an 
electrotype or stereotype plate. 


: Mee 

Cold curved electrotypes ... 
Term used for electrotypes which 
are curved in a machine on which 
there are no means of heating the 
rollers or pre-heating the plate be- 
fore curving. 


Cold molding .. . In stereotyping, 
implies the dry mat process in 
which no baking under pressure is 
required as in the wet mat. 


Crimping shell .. . A method of 
forming single electrotype shells 
into a shallow pan to receive the 
molten lead in the backing-up 
process. 


Curved plate ... A letterpress 
printing plate which is curved to fit 
the cylinder of a rotary press. 


Cylindrical casting . . . The cast- 
ing of stereotype metal in a cylin- 
drical casting box to produce a 
printing plate suitable for use on a 
tubular rotary press. 


Dead metal . . . Excess metal in 
non-printing areas around or with- 
in the printing areas of a letter- 
press printing plate. 


Deposit . .. The film of metal 
formed on the electrotype mold in 
the depositing tank by means of 
electrolytic action. Also the film of 
silver, graphite, or other electrical- 
ly conductive material sprayed or 
poured on a mold. 


Centrifugal casting (left) 


Depth ... The vertical difference 
between the actual printing surface 
and the bottom of the etched or en- 
graved areas. 


Dry leading .. . The operation of 
coating an electrotype case with 
dry, finely powdered _ graphite, 
either by hand or machine brush- 
ing. 


Dry mat... So-called to dis- 
tinguish it from the Wet mat, it is a 
single sheet of specially prepared 
paper, distributed to stereotypers 
with a specified moisture content in 
moisture-proof containers. It is 
molded in a moist condition. 


Duplicate originals .. . Solid 
copper, nickel-faced  electrotypes 
which are duplicates of the original 
photoengraving plates. They are 
used frequently in long-run maga- 
zine printing. Usually identified by 
the substitution of the name of the 
manufacturer for “electro” and 
adding the letters “type.” 


Electro ... An abbreviation fre- 
quently used to denote an electro- 
type. 


Electrotype ... A curved or flat 
duplicate printing plate (the orig- 
inal of which is a halftone, line en- 
graving, type or combination) made 
by the electrotyping process. 


Electrotyping process ...A 
series of steps from the molding of 
the type form, pattern or engrav- 
ing; through the preparation of the 
mold and deposition of copper, 
nickel or both; to the backing-up 
and finishing operations on the 
plate. The process provides a meth- 
od for rapid duplication of type 
forms, photoengravings, stereotypes, 
electrotypes and other letterpress 
printing plates. Known as electro- 
types, these duplicates may be used 
flat for flat-bed press operation, or 
curved to utilize the greater speed 
of rotary presses. 


Eleven point metal... The term 
for metal bases that are to be used 
for mounting plates to 0.918” (type- 
high). Also called Heavy metal. 


Face ... In electrotyping, the low- 
er surface of the mold. 


Finishing ... The final operations, 
such as trimming and correcting. 


Flashing . . . In making an elec- 
trotype case, applying a flame to the 
surface of the melted wax to re- 
move air bubbles. 


Flat plate ... A letterpress print- 


ing plate which has not been 
curved, but made for use on a flat- 
bed printing press. Also refers to 





Weighty work loads get reduced in jig-time at Superior. And show up as quality jobs, too. 
With modern equipment, a night shop and plenty of personnel, we can and do handle 
an enormous volume of extra and rush work as a matter of 


simple routine. To get the load off your mind... 


...call SUperior 7-7070 om Sone C3 


LETTERPRESS AND OFFSET PRINTING PLATES SUPERIOR ENGRAVING CO,, 215 W. SUPERIOR ST., CHICAGO 10 
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an etched plate having poor density 
contrast. 


Flong ... Term for stereotype 
matrix paper. 


Flush edge .. . A _ letterpress 
printing plate with no excess metal 
on one or more of its edges. 


Foundry forms .. . Forms or 
chases ready for electrotyping or 
stereotyping. 


Foundry proof ... Final proof 
pulled after form has been locked 
up and before molding operations 
in platemaking. 


Gage or gauge ... The gauge for 
determining plate thickness is ex- 
pressed by a series of arbitrary 
numbers, ranging from 0000 which 
equals 0.454” to 36 gauge which 
equals 0.004”. 16 gauge equals 
0.065’; 18 gauge 0.049’; 21 gauge 
0.032”. 


Galvanoglyph ... A letterpress 
printing plate produced by electro- 
typing from an etched copper or 
zinc surface. 


Graphite ... A very finely pow- 
dered form of carbon used (1) in 
electrotype molding for the free re- 
lease of the wax after the mold is 
made, and to help prevent side 
slipping during the molding, and (2) 
to provide a conductive film to the 
surface of the mold. 


Heavy metal... See Eleven point 
metal. Photoengraving term for 
metal rolled to 1l-point (0.152’’) 
thickness. This thickness is general- 
ly accepted as standard for flat 
printing plates to be mounted on 
patent base. 


High spaces . . . Quads and leads 
used in high-spaced type forms for 
electrotyping. They are higher than 
ordinary printing standard in order 
to provide the necessary reinforce- 
ment for accurate electrotype mold- 
ing. 


Hot curved electrotypes .. . 
Electrotypes which are heated be- 
fore or during curving. In some 
instances this pre-heating is almost 
to the melting point of the metal. 


Hurdy gurdy ... One of the tools 
used in finishing the electrotype 
plate. It is a small steel hand tool 
with a square flat end ranging in 
size from 4” square to 1” or more. 
The face is a pattern of evenly 
spaced rectangular dots. 


Iron filings . . . A powdered form 
of iron to oxidize wax molds. 


Irontype ... A method in which 
iron is deposited electrolytically on 
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printing plates to replace some of 
the nickel or copper usually used. 


Job work ... The flat work of 
stereotyping in the newspaper office. 
Also a classification of commercial 
printing. 


Key plate ... The master plate, 
pattern or black plate. 


Lead ... The chief constituent in 
metals used in type casting, electro- 
typing and stereotyping. 


Lead mold electrotype ... An 
electrotype made from a mold con- 
sisting of a sheet of soft lead upon 
which an impression of the original 
form has been made. 


Matrix or mat... A prepared 
paper used as the medium in which 
the stereotype mold is made. In 
type casting machines, a mold in 
which the face of a type character 
or line slug is cast. These matrices 
are made of brass. In plastic and 
rubber platemaking, matrix denotes 
the mold usually made in thermo- 
setting plastic in which the cast of 
the printing plate is made. 


Metal base . . . Term used to de- 
note the solid metal base (lead, tin 
and antimony) on which printing 
plates are mounted and locked up 
for duplicate platemaking opera- 
tions for direct printing. For direct 
printing, it is a metal body of suit- 
able height made up into sections 
and having grooves so that electro- 
type plates may be attached to it by 
means of clamps. 


Mold .. . In electrotyping, the im- 
pression made in wax, lead or plas- 
tic materials from type, engravings 
or other media preliminary to 
further operations in making the 
plate. In plastic and rubber plate- 
making, the mold is the first im- 
pression in a thermosetting material 
which then becomes the matrix for 
the making of printing plates. 


Molders ... The set of plates or 
patterns from which duplicate 
letterpress printing plates are made. 
Also, the name given to the crafts- 
men who perform the operation of 
molding. 


Nickel-faced stereotypes .. . 
Stereotype plates upon which nickel 
has been electrically deposited in 
order to increase resistance to wear 
on the press. 


Nickeltypes . . . Electrotypes on 
which the first deposit is of nickel 
and the remainder of the shell is 
copper. Nickeltypes are more dur- 
able; they do not affect the color 
nor are they affected by certain 
colored inks. 


Non-stretch ... A process to 
eliminate the stretch which occurs 
in curving an electrotype. 


Oxidize . . . The term used for the 
coating of a molded wax electrotype 
case with copper sulphate and iron 
filings to increase conductivity. 


Pack ... In electrotyping, the term 
for placing by the molder of pieces 
of flat metal in the non-printing 
areas of the form which have not 
already been supplied with bearers 
by the printer. In stereotyping, a 
term used to describe packing out 
the mold with backing felt in sup- 
port of the space and non-printing 
area level. 


Patch ... To repair or correct an 
electrotype by the insertion of new 
corrective electrotype material. 


Patent base ... A metal block 
either with diagonal grooves or 
holes for mounting _ registering 
letterpress printing plates. 


Pattern ... An engraving, com- 
bination of plates and type, or an 
electrotype which is completely fin- 
ished except that the bearers and 
dead metal remain on the plate. It 
is used as a Molder. 


Photoelectrotype .. . Generic 
term for any process in which the 
final printing plate is made by elec- 
trotyping from a_ photographic 
image, usually in the form of a 
gelatin relief. 


Plastic plates ... Printing plates 
made by molding a plastic material 
into a thermoplastic matrix under 
pressure and heat, then allowed to 
cool in a cooling press. 


Plate proofs ... Proofs of electro- 
types after casting; not to be con- 
fused with Foundry proof. 


Point ... A unit of measure for 
the height of type or the thickness 
of plates, based on 1 point equals 
0.01383” (approximately 1/72”). 
Plates for printing on patent bases 
are made 11 points thick, approxi- 
mately 0.152”. 


Pre-makeready ... A term used 
to denote an operation on a letter- 
press printing plate, the purpose of 
which is to form in the plate vary- 
ing tone densities. Usually, this 
means that the solids are made 
slightly above standard height with 
lighter tone densities progressively 
lower. 


Printing depth .. . The minimum 
depression in the etched portion of 
a photoengraved plate necessary to 
insure satisfactory printing or 
molding. 
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REILLY PLASTICTYPES 


Ever since the Reilly Electrotype Company was founded, fifty years ago, we 
have given highest priority to quality, research and new product development— 
backed up with sizable budgets. PLASTICTY PES, Laminated Electrotypes, Cen- 
trifugally Cast Electrotypes, Reillytypes and Pre-made-ready R.O.P. Bista Mats 
are but a few of our contributions to the progress of the electrotype industry. 


As early as 1920, we started doing plastic 
plate research... but we found that plas- 
tics of that era were not adequate for the 
job. It was not until 1938, when Vinyl 
plastics became available, that we were 
able to perfect the technique of manufac- 
turing plastic duplicate plates. Meanwhile, 
Reilly invested huge sums in research and 
engineering to develop the Duramatrix 
from which PLASTICTYPES are molded. 
This material produced by Reilly, and not 
available to any other plastic plate manu- 
facturer, is the key to high-fidelity molding. 


The past twelve years has seen the plas- 
tic duplicate plate market grow from 
nothing to an important segment of the 
electrotype industry. This has naturally 
attracted those who are more interested 
in quick profits than satisfied customers. 


Reilly, on the other hand, believes in 
the future of this relatively new medium, 
and no expense is spared in the develop- 
ment and manufacture of PLASTIC- 
TYPES. Reilly, the originator of plastic 
plates, has produced tens of millions of 
PLASTICTYPES for thousands of news- 
papers and hundreds of national adver- 
tisers. This continuing acceptance among 
advertisers, their agencies and newspaper 
publishers is emphatic proof that Reilly 
PLASTICTYPES give the best perform- 


ance of any newspaper plate. 


Newspaper printers particularly find 
that much extra time and labor are re- 
quired to prepare poorly made plates be- 
fore they can be used, and although they 
do everything in their power to make 
sub-standard plates print properly, the 





final result is frequently unsatisfactory be- 
cause of inadequate routing and finishing 
when the plate was being made. This sit- 
uation exists because some plastic plate 
manufacturers do not have the know-how 
to adopt the rigid quality control standards 
that we have set up in eight Reilly plants. 


Reilly is the only electrotyper in the 
industry employing engravers for quality 
control, to inspect originals and to check 
out the routing of the pattern plates to a 
guaranteed depth of fifty-five thousands of 
an inch. Reilly has accumulated a stagger- 
ing quantity of evidence that proves every 
claim we have ever made for PLASTIC- 
TYPES. If there is any doubt in your 
mind that PLASTICTYPES outperform 
every other plastic plate we will be glad 
to show you undeniable proof. 


It is our sincere desire that something be done about the casual attitude toward 
plastic plate quality that prevails in the graphic arts industry. Why should the 
plastic plate purchaser pay prevailing prices for an inferior product? Why 
should Advertising Managers have to apologize for poor reproduction? Why 
should agency men have to make excuses for dirty, smudged advertisements 
with filled-in halftones? Why should the newspaper mechanical superintendent 
have to adjust his budget to cover the cost of extra routing and finishing? 


Remember that at Reilly every PLASTICTYPE mailed to newspaper pub- 


lishers is the same top quality for the same price ... and delivered on time. 


REILLY ELECTROTYPE DIVISION 
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ELECTROGRAPHIC CORPORATION 


305 EAST 45th ST. 


NEW YORK 17, N. Y. 
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Quoin or quad... Any of various 
devices used in locking up a form 
within a chase, or type on a galley. 


Recast .. . Making over a printing 
plate is called a “recast.” 


Relief plate .. . Any printing 
plate in which the image or charac- 
ters to be printed stand out in relief 
from the base or “floor” which is 
sunk below the top level plane of 
the plate, so that the non-printing 
areas will not receive ink in the 
printing operation. 


Replate ...A term used in relief 
platemaking to describe the re- 
molding and recasting of the page. 


Rotary press plate ... Term ap- 
plied to a relief etching, electrotype, 
stereotype or any other type of re- 
lief printing plate which has been 
curved, or cast curved, for attach- 
ment to the cylinders of rotary 
printing presses. 

Rougher .. . In electrotyping and 
stereotyping, a machine’ which 
planes the back of the rough cast to 
facilitate further finishing opera- 
tions. 


Safety molds ... Duplicate molds 
of color plates for use in case the 
originals are damaged. 


Shell . . . The deposit of copper 


Pats 


engraving 
service 
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PHOTO-ENGRAVING CO. 
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or nickel and copper made on the 
mold in the plating bath in the 
electrotyping process. Average 
thickness of the electrotype shell is 
0.016”. 


Silver (Spray) ... The metallic 
element deposited on the electro- 
type mold by spray to make it 
electrically conductive. 


Silvertype ... A patented stereo- 
type plate that is made from a spe- 
cially prepared silvertone mat. 


Solidify . .. In electrotype finish- 
ing, an operation of putting the 
plate under pressure. Sometimes 
known as Bumping. 


Standard Scales ... A chart de- 
vice, with explanatory definitions, 
designed to assist the electrotyper 
and stereotyper in determining the 
cost of his product. 


Step and repeat... A process of 
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molding by repeating a given num- 
ber of molds on one plate. Used 
frequently in label subjects. 


Steeltypes ... Trade name for 
durable hard-finished nickeltypes. 


Stereotype ... A printing plate 
cast of a lead-tin-antimony alloy 
from a paper composition matrix 
molded from the original type or 
illustrations. 


Stretch . . . The dimensional 
change which occurs when the elec- 
trotype is curved. 


Stripping . .. The term used for 
the operation of removing the elec- 
trotype shell from the mold after 
deposition is completed. 


Sweating on... The operation of 
mounting relief etchings, electro- 
types or stereotypes on a solid metal 
base by a soldering procedure in 
which a sheet of molten tinfoil acts 
as binding medium between the two 
surfaces. 


Thermoplastic ... In electrotyp- 
ing and plastic platemaking, that 
quality which, once the material 
has been softened for use and then 
allowed to cure, or set, can be re- 
softened and used again. 


Thermosetting . . . That quality 
in the plastic material used for 
making matrices for plastic and 
rubber platemaking which, once it 
has been softened by heat for use 
and then cured or hardened, cannot 
be reused. 


Universal base ... A style of 
metal base, made in one piece or in 
sections which may be placed to- 
gether, and upon which electrotypes 
and other relief plates may be 
mounted type-high for printing. 


Vinylite ... Trade name for one 
of the variety of plastics, thermo- 
plastic in character, that is used in 
electrotype molding and in the 
making of plastic printing plates. 


Wax mold electrotype ... An 
electrotype made from a mold con- 
sisting of a wax impression of the 
original form. 


Wax ruling ... The operation of a 
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machine equipped with accurate 
measuring devices and sharp cutting 
tools with which ruled lines are 
cut into a wax case. After the case 
is ruled it is ready for electrotyping 
operations. 


Wet leader . . . Machine in which 
finely powdered graphite is carried 
in suspension with water. By means 
of a pumping and a conveyor sys- 
tem in the machine, the electrotyp- 
er’s wax case is completely coated 
with graphite to make the case 
electrically conductive. 


Wet mat... A stereotype matrix, 
or flong, made of layers of blotting 
paper, tissues and paste. Can be 
molded by either direct pressure or 
roller. 


Wood base ... A block of wood 
upon which a relief printing plate 
is mounted type-high. Wood bases 
usually suffice for small plates for 
short runs, but for heavy plates 
and many impressions solid metal 
bases are preferred. 


Workers ... The set of electro- 
types used for printing a work, in 
distinction from the pattern plates 
or molders — those held in reserve 
for molding duplicates. 44 


Camera Process Turns 


Photos Into Line Art 


Continuous tone photographs can 
be converted into line drawings 
through a new mechanical process, 
illustrated and described in a book- 
let from Warwick Typographers 
Inc., St. Louis. No artwork is used 
— only a camera and special dark- 
room techniques. The resulting re- 
productions closely resemble work 
drawn by hand. 

Two types of Photo-Line proc- 
esses are offered. Screen-Line 
prints are furnished with a “built- 
in” 64-line screen. These make 
sharp, crisp drawings suitable for 
newspaper reproduction, the com- 
pany states. 

Photo-Line produces line effects 
and is useful for detailed drawings 
of mechanical objects, fabric pat- 
terns, cartons, etc. It can also han- 
dle portraits and create “soft” ef- 
fects if desired. 

The cost of prints from either 
process ranged from $15 upward, 
depending on the quality of the 
original photograph and the adap- 
tive work required. The company 
reports that production time can be 
substantially reduced by using 
these photomechanical processes in 
place of drawings. 

Instructions for specifying either 
method are included in the booklet. 


For your copy circle No. 114 on the 
Readers’ Service Card inside back cover 
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LETTERPRESS 
GRAVURE 


Science band 
LETTERPRESS 


The improved science of letter- 
press printing offers’ better re- 
production than ever before, 
provided your engravings meet 
the exacting requirements of 
modern printing equipment and 
techniques. 
At DOT, you get that quality. 
We are making outstanding line 
and halftone, color and black 
and white engravings for cus- 
tomers from coast to 
coast. 


OT 
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600 W VAN BUREN ST- CHICAGO 7 
TELEPHORE STATE 2-5367 
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Handle Your Publicity 
Easily, Efficiently 

and Get Better EDITOR 
eerste ibe. ie 


272 pages 


OVER 2000 LISTING CHANGES 
Bacon’s NEW 1957 Checker! Most com 
plete listings available for releasing pub- 
licity. 3356 business, farm and consumer 
magazines listed in 99 market groups. Over 
2000 listings have been changed for 1957 

Bacon’s editor-coded system shows 
exactly what material each publication 
uses. Pin-points publicity —saves on prep- 
aration, photos and mailing. Sturdy fabri- 
coid, spiral bound book. 61" x 9!4” size, 
272 pages. Write for your copy today. 
Ren GE GE Eee GE a Ge ae ae ae 

PRICE $15.00 Sent on Approval 

Name 

Company 

Address 

City State 
Bill: CO Me (© My Company 


BACON’S CLIPPING BUREAU 
343 So. Dearborn St. Chicago 4, Illinois 
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with complete display kit details handled by Pollack 


Pa 


Let Pollack help you solve chain 
display promotional needs 
and “up” chain sales! 


From start to finish Pollack printed, assembled, 
packed and drop shipped this hard selling display 
promotion for nationally known “Peds” foot covers 
in less than 5 weeks. This was an important phase 
of ‘“Peds’’ program to aggressively merchandise 
their national advertising at the variety chain level. 
The kits were prepared for 4000 stores of 27 lead- 
ing chains. Each chain’s display pieces were im- 
printed to+their specifications and assembled to 
their needs of from 5 to 65 pieces per kit. The 
pieces included 4 color “blow-up” ad reprints, 3 
color die-cut “toppers”, package inserts . . . even 
tiny bin price markers . . . . and more! 


Here’s sales action...AT LOW COST! Are you making the most of the promotional op- 


Give your retailers a sales boost with Pollack STOCK dis- Pernanes in the big variety, grocery, drug and 
pleys end kits. other chain fields? Pollack understands chain needs 
Vividly colorful . . . Pollack displays attract attention ... .. . knows their printing specifications »+- can help 
start the buying action. For every important you plan and print a successful sales promotion. 
selling season or event. Special imprints [/_ Write today . . . ask for “Special’’ = 


available. Real stretchers for the tight pro- Promotion brochure ) 
motional budget. Send for ‘Stock Promo- 


tions’ Catalog. 


oe 4 Fee 
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— ~~ Dept. A 


eines ma i Pay numete 3, N.Y. 


New York Office: 175 Fifth Ave. 
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An operating color television 
studio, whose images were sent to 
monitor sets on a closed circuit, 
formed the central attraction of a 
traveling promotion sponsored by 
Owens-Corning Fiberglas. The 
studio was set up in one of the 30 or 
so cooperating department stores, 
while the sets were placed in 
prominent positions throughout the 
stores, in order to catch the eye of 
the passing shopper and halt her. 

Fiberglas is a product with a 
limited market as an end-product 
to the consumer, but one which 
finds its way into thousands of con- 
sumer items, ranging from living- 
room drapes to furnace filters, fish- 
ing rods to motor boats, furniture 
to luggage. Many of these products 
derive their specific sales appeal 
from the characteristics of Fiber- 
glas, and carry a label identifying 
the base material. 

To build its sales to the producers 
of the finished products, Owens- 
Corning, manufacturer of the raw 
materials, has carried on a steady 
program of acquainting the con- 
sumer with the benefits and charac- 
teristics of this comparatively new 
material, one for which new uses 
are being developed steadily. 


> The current Fiberglas promotion, 
called the Color Cavalcade, is an 
elaborate production. It is spending 
a week or so at each of 30 leading 
department stores, including such 
fashion leaders as Burdine’s, Miami, 


How Fiberglas Used 
Color TV 


Point-Of-Sale 


At the 


The 


inside story of a spectacular cavalcade, 


which visited more than 30 department stores, 
using color tv, exhibits and window displays. 


and Carson Pirie Scott, Chicago. 

One of the exciting qualities of 
Fiberglas is its brilliant color, and 
to capitalize on this Owens-Corning 
built its promotion around color 
television, enlisting the cooperation 
of DuMont Laboratories, which was 
glad to have this opportunity of 
demonstrating its new Vitascan 
equipment to _ television people 
throughout the country. 

Tying the Cavalcade together was 
the planning contributed by W. L. 
Stensgaard & Associates, Chicago, 
who designed and built a series of 
11 dioramas which told the applica- 
tion of Fiberglas and its character- 
istics. Each diorama was 12’ long, 7’ 
high and 3’ deep, a self-contained 
unit that incorporated both lighting 
and animation. 

Once the general idea had been 
defined, the next step was to line up 
the schedule. A smart presentation 
was prepared by Stensgaard in an 
edition of several copies which told 
the story of the Cavalcade in words 
and pictures. It outlined the divi- 
sion of responsibilities between 
Owens-Corning and the cooperat- 
ing department stores, showing who 
would do what. Fiberglas execu- 
tives used the presentation to tell 
their plans to key executives of the 
selected department stores. 


> The operating color television 
studio was installed within the de- 
partment store. Complete with 
lights and a single DuMont Vita- 


scan color unit, the studio was in 
operation eight hours a day. Fiber- 
glas announcements occupied only 
a few minutes each hour, with the 
remaining time available for the use 
of the store. 

Use of this time varied from store 
to store, depending upon the ar- 
rangements that were worked out 
with the local television stations. 
Fiberglas prepared, as part of the 
advance Cavalcade kit, suggestions 


for store promotions. A common 
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Full-color Newspaper Ad... Inserted by 
Gimbel’s, Philadelphia, this is typical of 
the promotion given the Cavalcade. 
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Personalities Participate . . 


. Big names helped the Cavalcade wherever it appeared. 


Here, at Famous-Barr, St. Louis, dedicating the city’s first color tv broadcast, were 
Frank Eschen and George Burbach of KSD-TV; Texas Bruce, St. Louis tv personality; 
Vaughn Monroe, RCA recording artist; St. Louis Mayor Raymond Tucker; Morton 
May, president, the May Dept. Stores Co.; Red Schoendienst and Stan Musial of the 
Cardinals; and Howard S. Neipp of Owens Corning Fiberglas. 


program was a fashion show, a 
natural for the event. Interviews 
with local personalities were often 
included, and, of course, special 
items on sale were run regularly. 

In addition to this, in many cities 
arrangements were made to have 
local programs broadcast from the 


| in-store studio. These generally had 


to be small set productions, since 
only one color camera was avail- 
able. Noted personalities were 
sometimes invited to appear. At 
Burdine’s, for example, Ed Sullivan 
made a special 30-minute appear- 
ance, with the Vagabonds and the 
Barry Sisters. Ten minutes of this 
program was broadcast in color over 


| WTVJ to the entire Miami televi- 


sion area. At Carson’s, Chicago, 
store visitors were urged to come 
in wearing their most brilliant 
spring costumes. Time was allowed 
for them to parade before the color 
cameras and see themselves in full 
color on monitor sets. 


| » Cavalcade activity was not limited 
| to the immediate vicinity of the 


color studio. Part of the Fiberglas 
package consisted of 12 DuMont 
color receivers, placed in strategic 
locations throughout the store, and 
connected by cable to the camera. 
One of these usually was installed 
in a window. The store, of course, 
was not limited to just these 12 sets, 
but could add as many as it wanted 
to the circuit. Most stores took ad- 
vantage of this, and through the 
cooperation of RCA-Victor and its 
distributors boosted the number of 


receivers in use. These were placed 
in island displays, on risers, or on 
counter back-drops. Burdine’s used 
a total of 40 sets, 10 of which were 
in their Miami Beach store, hooked 
up to the circuit by telephone cable. 

Creation of the exhibit part of the 
Cavalcade was on a very tight 
schedule. Stensgaard got the job 
just before Christmas, with a Feb- 
ruary 10 deadline written all over 
the orders. This eight weeks had to 
include time for planning and de- 
sign as well as construction. For- 
tunately, Stensgaard’s familiarity 
with department store needs cut 
down the time that would normally 
be required for research into store 
arrangements. 

An hourglass theme was used as 
the symbol of the promotion. This 
included a twin approach. First was 
the thought that a new material has 
evolved from the sands of time. By 
filling the hour glasses with marbles 
rather than sand, the origin of Fi- 
berglas was illustrated. A_ single 
glass marble can produce 93 miles 
of basic Fiberglas filament. A fur- 
ther unifying touch was the choice 
of colors. White, aqua, gold and 
pink were repeated on every dis- 
play item from the dioramas down 
to small counter cards. These soft 
colors were chosen because they 
were felt to be in character with 
fine department stores. 

The story of Fiberglas was told in 
11 dioramas. The first three covered 
its manufacture and unique proper- 
ties, the next three showed its in- 
dustrial uses, while the last five 
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Increase the attention value of any printed piece, 


and you automatically increase its sales power. 


Woodbine colored enamel does this at low cost 


with one press run — either letterpress or offset. 


Thirteen pleasing pastel colors — all styled and 
pre-tested by the famous color specialist, Faber 
Birren — provide a full selection of colors for 
every type of product, or service — for every 


season of the year. 


To increase the selling power of your folders, 
broadsides, booklets, catalogs, publication inserts, 


price lists or house magazines .. . 
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CUT EXHIBIT COSTS 


WITH INGENIOUS PRE-FAB UNIT 
SELF-CONTAINED, SELF-SHIPPER 


costs less with each usage 


versatile © flexible © sturdy 


opens to fit up to 10’ booth 
3/4," plywood and 1” lumber 
fluorescent lighting with 
plastic illuminated name plate 
perforated panels for 

product display 


side shelves—cabinet 
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clothes hanger space. 
Colorful washable finish. 
Instalis and dismantles in 4 
minutes. $425.00. 
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Call or write Dan Kingsley 


312 E. 95th St. © New York 28 
ATwater 9-8347-8 


440 Advertising Managers 


requested further informa- 
tion about products or serv- 
ices mentioned editorially in 
a recent issue of AR. 
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covered applications to consumer 
products. The 11 dioramas had the 
following titles: 

© The Story of the Glass Marble 

® The Fiber with the Incredible 
Strength 

® Unique Properties of Fiberglas 
Products 

Fiberglas in Industry 

Serving the Armed Forces 

In Building and Architecture 

In Appliances 

In Curtains and Draperies 
Luggage and Sporting Goods 

In Furniture 

Better Living with Fiberglas 


> The Cavalcade also had an assort- 
ment of materials for in-store pro- 
motion. These included art panels, 
banners, spot displays and easel 
cards. These ranged in size from 
giant art panels on Fiberglas for 
use in store interiors to small easel 
cards for counters, ledges and sign 
holders. A total of 225 individual 
promotional properties were pre- 
pared in Stensgaard’s silk screen 
shop. 

The advance portfolio, also a 
Stensgaard product, included ad- 
vertising suggestions, idea sketches 
for layouts of ads, a list of display 
properties with hints for effective 
use and suggestions on the place- 
ment of the color receivers and the 
dioramas. 

Advance promotion was up to the 
store. Burdine’s, one of the first to 
get the Cavalcade, used 10 full-page 
color ads in local papers to build 
attendance, plus radio and televi- 
sion spots. Window displays were 
almost invariably included in pro- 
motion plans. In general, one win- 
dow was devoted to Fiberglas cur- 
tains and draperies, a second to 
other consumer products, with spot 
displays and art panels provided for 
use in other windows. 


New Code of Ethics 
Issued by POPAI 


The Point-of-Purchase Advertis- 
ing Institute has just issued a new 
Code of Ethical Trade Practices, 
with the recommendation that mem- 
bers of the Institute include it in 
their contracts, orders and bids 
whenever appropriate. AR feels that 
this is still another progressive step 
taken by POPAI and its members 
in lending stability to this important 
advertising medium. It should create 
greater confidence in relationships 
with suppliers and increase the will- 
ingness of advertising men to em- 
bark on the use of this medium. 
Because of its importance to the 
industry, AR is presenting the com- 
plete text of the POPAI Code. 


Colorful Exhibit Unit . . 
exhibit units that demonstrated 
qualities of Fiberglas materials 
products. 


. One of 11 
the 
and 


Some additional promotion has 
been carried on by cooperating 
companies, including those whose 
products are included in the exhibit 
or in the tv commercials on Fiber- 
glas products. DuMont, for example, 
has been mailing out “tickets” for 
each appearance of the Cavalcade 
to its list of purchasers of television 
equipment. 

Because of the great demand 
among department stores for book- 
ings, it was necessary to build two 
identical Cavalcades. This elimi- 
nated the problem of having to ship 
display properties, as well as the 
television equipment long distances 
in short periods of time. 

Since almost everybody who 
comes into a store while the Caval- 
cade is present has almost certain- 
ly had contact with the promotion, 
it is a little difficult to get an ac- 
curate measure of the _ people 
reached through this technique. But 
an informal survey of the clumps 
of people almost constantly around 
each of the color sets, or observing 
the activity within the studio, indi- 
cates that the plan has been a suc- 
cess — for Fiberglas, for DuMont, 
for the cooperating manufacturers, 
and for the stores. 44 


1. Creative Designs 


(Protection of Supplier’s Interest) 


A. By use of clauses similar to the 
following: 


1. A legend on the face of each 
sketch: 
Project No. 
Developed for 


Date 


This is an original design submit- 
ted as a confidential presentation. 
The right to use same in whole or 
part thereof, in any form, is, and 
shall remain, the exclusive proper- 
ty of (supplier’s name and address). 


2. A phrase covering each model 
reading: 

All designs and sketches relating to 
this model have been submitted 





to you in confidence and all rights 
to produce same in quantity shall 
remain the property of (supplier’s 
name and address). 


3. In all estimates and proposals: 
Designs, sketches and models for 
this project, having been submitted 
to you in confidence, all production 
rights, with respect to single units, 
and all quantity production are re- 
served by (supplier’s name and ad- 
dress). 


B. In not quoting on a_ sketch, 
model or previously-produced dis- 
play created by another supplier. 


©. Where asked to quote on a 
sketch, model or _ previously-pro- 
duced display which the client rep- 
resents to be his own, a specific 
clause in your letter or proposal 
saying in effect: 

We are submitting this proposal on 
a design which you represent to be 
owned by you. 


ll. Creative Effort 

Each member shall endeavor to be 
compensated for his creative effort 
at least to the extent of the cost of 
labor and material for full-size 
models. 


ill. Terms 

A. It is recommended that on your 
quotation at the time it is made, 
your terms be specifically stated 
whether they be net 10 days, 1%-10 
days or net 30 days. 


B. All prepaid transportation 
charges shall be due and payable 
within 48 hours. 


C. Each quotation should have a 
provision which includes: 

It is understood that —% over- or 
under-shipment will constitute 
completion of this order. 


IV. Warehousing 

A clause limiting free warehousing 
from 30 to 90 days, for example: 
As a service to you, we agree to 
warehouse without charge for a 
period of —days following comple- 
tion of your production run. There- 
after, a reasonable monthly charge 
will be billed to you for this serv- 
ice and you must arrange whatever 
insurance coverage is required. 


V. Drop Shipments 

To be charged extra, either with the 
charge included in the total quo- 
tation or by a clause similar to the 
following: 

We will handle drop shipments at 
an additional charge of —cents per 
package or per destination. 


Vi. Claims 
Any claims should be discouraged 





‘WIRE DISPLAYS MEET 


COLONEL NASHVILLE 
for better ' 


MERCHANDISING” 


Your Silent Salesman 

For Action... at the 

Point-of-Purchase 

.. . With greater Profits 

from increased sales volume 

Why Colonel NASHVILLE builds better display MERCHANDISERS 
* CREATIVE DESIGN—experience-engineering-custom tailoring 
* PRODUCTION CONTROL—five complete manufacturing plants 
*& QUALITY CONTROL— inspection rated superior 
* SERVICE—warehousing - drop shipments - complete shipping 

facilities 


Write us for illustrated folder 


NASHVILLE DISPLAY 


MANUFACTURING COMPANY 


P.O. BOX 491 


2505 Bransford Avenue @ Phone: CYpress 7-4379 @ Nashville, Tenn. 
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PUT MORE ACTION 
AND MOTION-POWER 
IN 1957 DISPLAYS 


SVINCWROL 


P.O.P. TIMING MOTOR 


Put animation plus in next year's sales boosting display. Specify Synchron's Super 
Hi-Torque Timing Motor, guaranteed to pull 30 in. oz. at 1 r.p.m. 

A heavy-duty, low cost motor of super power designed for short duration jobs. 
Operates turntables, display wheels, rotating signs and other special motion displays. 
Powers award winners! 


SYNCHRON CLOCK MOVEMENTS 
For sign clocks, novelty clocks, standard and office clocks. Split second accuracy 
and long wearing construction, permanently lubricated. 


Find out how Synchron can give your new displays more action power, can help 
increase sales and win top P.O.P. display honors. Write for free literature today. 


+ ‘Workhorse of, the industry’ 
HANSEN MFG. CO., INC, Princeton 11, Indiana 


Hansen Representatives 

The Fromm Co., 5254 W. Madison St., Chicago, Ill. R. H. Winslow Assoc., 123 E 
37th St., New York, N.Y. Electric Motor Engineering, Inc., 8255 Beverly Bivd., Los 
Angeles 48, Cal. and 3907 Lyon Ave., Oakland, Cal. H. C. Johnson Agencies, Inc., 
Rochester, Buffalo, Syracuse, Binghamton, New York 
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Make sure you sell them 
at the Point Of Sale! 


The most crucial test of any national or regional advertising 
campaign is the Point of Sale. Make sure your brand is the one the 
customer reaches for when the moment of decision comes. In the final 
eleven sidewalk seconds, hard selling Meyercord Decal spot signs 
help the customer recall all the pre-selling you’ve done in 

every other advertising medium. The Meyercord Co. has produced 
millions of effective decal spot signs for hundreds of national 

and regional advertisers. Our experience in design and quality 
manufacture can prove of great value in your Point of Sale campaign. 
These services are available to you for the asking, and you're 
invited to take full advantage of our experience. Drop us a line 

and tell us when our salesman may call... with no obligation to you. 


“ADvisor” Full Color Brochure 
Yours FREE—Write for it 


The “ADvisor” brochure reproduces the most outstanding 
examples of effective Meyercord-produced Point of Sale 
Decal Spot Signs—used by leading national and regional 
advertisers. Shows how to secure greatest advertising 
value from your decal signs. Write on company letterhead. 


THE MEYERCORD CO. 


DEPT. A-207, 
5323 WEST LAKE STREET, 
CHICAGO 44, ILLINOIS 
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Rubber Cement 


The world's most modern dispenser. Handy grip- 
top. Large bristle brush always reaches rubber 


cement—no adjustments necessary. At your artist 


KIER PHOTO SERVICE supply store or direct. Only $2.95 
sean ping. Pela llbagge <2 tipi THE HABERULE CO. 
BOX AR-245 » WILTON, CONN. 
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8x10's as low as 6 cents. 
Postcards as low as 2c. 
Write for samples and 
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by the insertion of a clause such as: 
Any claim against us must be made 
within —days from receipt of ship- 
ment. 


Vil. Cancellations 

Although not legally necessary for 
your protection, it may prevent mis- 
understanding if there is inserted a 
clause such as: 

Orders accepted by us cannot be 
cancelled or specifications changed 
without our consent and upon terms 
which will indemnify us against loss. 


Vill. Billing Clause: 

Unless otherwise specified herein, 
merchandise which has been com- 
pleted but remains undelivered for 
lack of your shipping instructions, 
shall be billed upon completion. 


IX. Late Delivery Clause: 

Events or conditions beyond our 
control, causing delay in delivery, 
shall not be our responsibility and 
any claim based on late delivery, 
regardless of cause, shall be deemed 
waived by acceptance of shipment. 


X. Acceptance 

(All Estimates and Proposals to 
Contain Such a Request: ) 

In placing your order with us, 
please indicate your acceptance of 
these specifications, terms and con- 
ditions by having your order read: 
“In accordance with specifications, 
terms and conditions of your pro- 
posal of (date) -———__——_—_—_..” 


Xl. Conclusion 

In making the foregoing recom- 
mendations, the Trade Practices 
Committee is aware that there are, 
and will be, many special situations 
and conditions which may require 
variations to the Code of Ethical 
Trade Practices. It is confidently 
expected that the membership will 
make every effort to comply with 
the recommendations of this Com- 
mittee wherever and whenever 
feasible toward the end that this 
industry, while maintaining a prop- 
er competitive relationship in the 
true American spirit, may, never- 
theless, operate in a fair, friendly 
and ethical manner. 


“Who's the fathead that wrote all 
this copy for the quarter page ad?”’ 
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..... the finest printing 


gives you faithful reproduction —colors 

exactly the way you want them. Interstate Printing 
Company does just that. 

For instance: Interstate’s customer wanted 

the tile illustrations shown at left and on the 

back of this page to perfectly match the colors of 
the tile itself. That’s what they got. Interstate 
actually shot the tile rather than using a color 
photograph, or transparency, to reproduce 


from. The result was a perfect match. 


The finest printing, that’s what you pay 


for. Do you always get it? If you don’t, try us. 


How about inserts? We print them the way you 


want them—and we've never missed a deadline. 


PRIN TEN G 


Ma M 





The finest printing. Fast service. 


Unusual effects— Day-Glo, metallic inks, die cut. 


We never fail to make a delivery on time. 


LETTERPRESS OR OFFSET 


PRIN Tin G 


CAPITOL 2-98507 BUILDING HOUSTON 2, TEXAS 


This insert printed offset using bi-metal plates recently 


developed by P.D.1., Inc.- Subsidiary of Time & Life 





In the fourth article of this series, 
the author takes an analytical look at 
today’s preferences in typefaces among admen. 


By A. Raymond Hopper 


This report covers the period of 
April to July, inclusive, 1956. Dur- 
ing this time span, the display-type 
selections of full-page advertise- 
ments have been recorded, separ- 
ated into the following five publica- 
tion categories — Women’s, Gen- 
eral, Home Decorating, Business, 
and Advertising — and presented 
here in percentages of the total re- 
viewed in each publication, in order 
to furnish a comparable basis for 
quick, intelligent grasp. 


> More than 3,500 full-page adver- 
tisements were so treated. The five 
classes of (let us say, not to tread 
on corns so soon) “type” most used 
ranked as follows: 


Hand Letter 21.3% 
Gothics 22.0° 
Sans Serifs 28.0% 
Bodonis 6.1% 
Century Schoolbook 6.3% 


Looks like a very clear picture; and 
it is, of a law of averages. But, like 
most averages, these figures relate 
only to the whole 3,500-odd adver- 
tisements scanned, and are remark- 
ably, though not seriously, upset 
when the several categories are 
considered individually. Let’s take 
a look at the type preferences of 


these separate cohorts in compari- 
son with each other, and with the 
over-all picture. 


e Advertising 
Hand Letter 
Gothics 

Sans Serifs 
Bodonis 

Cent, Schoolbook 
Caslon 


@e Business 

Hand Letter 
Gothics 

Sans Serifs 
Cent. Schoolbook 
Bodonis 

Square Serifs 


im 09 


i) 


vo 
- Oo 
ot 


no 


@ Decorating 
Hand Letter 
Gothics 

Sans Serifs 
Cent. Schoolbook 
Bodonis 


Other Cents. 


© General-1 

Hand Letter 29.8% 
Gothics 19.5 

Sans Serifs 22.4 

Cent. Schoolbook 6.2 

Bodonis 4.5 

Caslon 2.6 


@ General-2 


Hand Letter 20.2% 


Gothics 

Sans Serifs 
Bodonis 

Cent. Schoolbook 
Caslon 


@ Women’s-1 

Hand Letter 25.0° 
Gothics 23.4 
Sans Serifs 18.8 
Bodonis ace 
Cent. Schoolbook 6.9 
Other Cents. 43 


® Women’s-2 
Hand Letter 29.8% 
Gothics 18.6 
Sans Serifs Zia 
Bodonis 5.0 
Cent. Schoolbook 5.0 
Bauer Bodoni aot 
A careful 
tables clearly shows the individual- 
ity of each publication’s audience, 
but no definite trend toward any 
particular style of type in any di- 
rection. Hand Letter has an over- 
all rank of 21.3°%, but in the several 
categories it wobbles from 10.5% to 
29.8°., quite a variation. It seems 
evident that Hand Letter (and its 
allies) makes a stronger emotional 
impression on the general (and 
feminine) public than on_hard- 
headed and_ professionally — blase 
business and advertising men. Or 
do the latter really believe that an 


inspection of these 
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1. This is from a current series which presents the happiest blending | can re- 
call seeing of the moods of type, art, product, and human characterization 

a while here is a combination of clashing, arty letter forms whose 
spirits, if any, express what happens to folks who hit the bottle too hard 
3. In a layout like this, what is being displayed? There are at least seven 
points of attraction. Even the body copy, by its violent contrast with the rest 
of the display, assumes a competing character. Where does the reader start? 
Or does he stop before he starts? Nothing belongs; it’s all 
motion, without cohesion or persuasiveness. 

4. What is gained by this crudely executed medley of letter forms that would 
not be done with more sensitive, tasteful, far better artistry by any of dozens 
of standard type faces? This lettering, with all feeling wrung out, 
tasteless. It is not art, 


just a circus of 


is dry and 
and its lack of legibility makes it poor typography. 

5. The most obvious — and deplorable —- modern trend is not typographical 
at all. It is iconoclastic. It reeks with the doctrine of ‘‘I’m agin it!’’ Good 
hand lettering is never mere idol shattering. Typographers for 


centuries 
learned to give each letter breathing space in and around it, 


to keep charac- 
ters on a line, and to avoid like a plague anything that detracted from swift 


readability. Now artists are trying to prove that’s all hooey. But bad or no 
spacing, jittery, up-and-down reeling and tottering, and confusing illegibility 
have no real purpose. They are a vandalism, without meaning or objectivity. 
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art tool which can be expected to 
work effectively on women from 
25 to 30% of the time, under the 
more pragmatic and _ penetrating 
eyes of their own colleagues had 
better be trusted only half as often, 
or less? 


>» However, there is a very popular 
typographical newcomer, regard- 
less of the fact that it is only a 
specific modification of the Sans 
Serifs. I have commented on Bauer’s 
Venus family in previous reports; 
it is time, I believe, to accept the 
fact that this is a consistently high- 
ranking contender. So far as I have 
been able to see, it is at present the 
only aspirant which has got into 
and stayed in the upper percentages. 
It already holds fourth place in all 
categories but one, where it stands 
third. And these ranks, remember, 
are for a single typeface compared 
with the many Hand, Gothic, and 
Sans Serif letters which are grouped 
to form their divisions. The follow- 
ing table shows this point up more 
sharply: 


Other 

Venus Sans Serifs 
Advertising 14.0% 17.0% 
Business 21.0 20.2 
Decorating 12.2 13.1 
General-1 15 10.9 
General-2 12.4 15.0 
Women’s-1 6.5 12.3 
Women’s-2 11.2 16.1 


Observe that in the business and 
one general weekly, Venuses out- 
numbered all other Sans Serifs 
combined. In the advertising, decor- 
ating, and the second general pub- 
lications, Venuses came near to 
equaling the total of its rivals. Only 
in the two Women’s magazines was 
there a different picture, Evidently, 
advertising specifiers consider 
women a special breed, not to be 
confused even with the “general” 
public! 

My recognition of the trend of 
the Venuses is due rather to the 
length of time they have held such 
popular favor, however, than to any 
spectacular gains recently. But it is 
at least worth noting that while all 
other Sans Serifs have dropped 
1.2% and Hand Letter 0.3% in this 
period, the Gothics have gained 
1.5% and the Venuses 1.7%. 


> But while minor fluctuations may 
have their interest for many minds, 
the glaring fact should not be over- 
looked that the display lines of 
71.3% of the full-page advertise- 
ments are in either some form of 
Hand Letter or Gothic-style type. 
And that’s the way it has been for 
a very long time. Obviously, when 
relief from the austerity of serifless, 
monotone, skeletal letters is desired, 


the great majority of specifiers does 
not choose one of existing letter 
forms, but presses the button for 
an artist, pronto. 

The mood of the buyer is fairly 
well registered in what the artist 
turns out. Skillfully conceived and 
carefully executed hand lettering 
can be, and often has been, a joy 
to behold. It always has the ad- 
vantage of total freedom from the 
admitted rigidities of type. But 
when these advantages are not 
utilized, but every effort seems to 
be directed toward a complete 
nihilism regarding any laws of legi- 
bility, or harmony of design, or 
rules of any kind .. . well, one be- 
gins to wonder whether the major 
impulse in the modern Hand Letter 
craze isn’t really only a natural 
revulsion from a _ too. prolonged 
overdose of bare-bones letter forms. 

It is a fact that, during these four 
months, for every full-page adver- 
tisement in any other display type, 
there was one in a monotone un- 
adorned with any serif or shading. 
That’s the story told by more than 
3,500 advertisements. When one 
comes to break that down into its 
several groups, it is instantly notice- 
able that the bare-bones letter 
forms took a toll of 53.4% in Ad- 
vertising Age, 62.6% in Business 
Week, and 50.3% even in Better 
Homes & Gardens. The lowest 
showing (41.9%) was in Life, fol- 
lowed closely (42.2%), strange as 
it appears, in McCall's. 


> As for the typefaces used to 
make up the remaining 28.7% of 
the total, only Bodonis (7.1%) and 
Century Schoolbook (6.3%) are 
significant. These ran very close to- 
gether in all categories but Adver- 
tising Age, where Bodonis beat the 
combined “other” Centuries by 2.6% 
and in Life, where the Centuries 
took a 1.7% lead. Caslons (2.4%) 
ran neck-and-neck with the “other” 
Centuries (2.6%); the percentages 
being practically identical in three 
publications. In one women’s maga- 
zine, Centuries not including 
Schoolbook ran 4.3%, six times the 
Caslons; in the decorating publica- 
tion they were 4% times the Cas- 
lons; but in Business Week there 
were twice as many Caslons as all 
the Centuries but Schoolbook. On 
the whole, both families dropped 
below the figures in my previous 
report. 

Among the newer typefaces, the 
Hellenics doubled their previous ap- 
pearances. While the Fortunes 
dropped 0.4%, with 60 appearances, 
Craw Clarendon jumped from 9 to 
44 showings, which still left it, per- 
centage-wise, a bit behind the For- 
tunes. As in the previous report, 


many faces showed in less than 
1.0% of the pages; more often, only 
once in a given publication during 
the whole four months. There was 
no significant or persistent activity 
among the low-end faces. 44 


Booklet Shows Range 
Of Fotosetter Alphabets 


Complete alphabets of 153 differ- 
ent fonts of Fotosetter typefaces are 
illustrated in a recent catalog issued 
by Intertype Corp., Brooklyn. All 
are available for producing compo- 
sition on the Fotosetter photographic 
line composing machine. Also shown 
are lower case alphabet lengths and 
characters per pica. 

Most of the faces are conventional 
in nature and most in demand for 
book, advertising and commercial 
work. Others are entirely new and 
take advantage of the Fotosetter’s 
ability to set connected scripts and 
kerning italics. Among these are 
Catalina, Embassy and Futura Demi- 
bold Script. 

The booklet also illustrates nearly 
400 special or pi characters, which 
were produced to meet various 
printing requirements. Included are 
astronomical, mathematical and tariff 
characters, as well as many styles of 
typographic ornaments, arrows and 
box rules. 
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13 New Fototype Faces 
Appear in '56 Catalog 


Heading the 64-page catalog from 
Fototype, Chicago, are 13 new cold 
type faces—in styles that include 
copperplate, Egyptian, square serif, 
brush lettering and script. One-line 
specimens of the entire Fototype col- 
lection—covering 340 varieties in 
opaque and transparent type —are 
shown. 

Introduced in the catalog are these 
features: 


e Fototypettes . . . selections of a 
typeface in a file folder, with enough 
characters to set two or three average 
headlines. 


e Letter combinations ... two or 
three letters, such as “er,” “and,” and 
“ing,” available as one complete unit 
for economy. 


e Snopake ... an opaque white for 
correcting typing mistakes; it will not 
peel, chip or crack. 

Fototype fonts come in perforated 
pads. To set a line, the user tears off 
the letters he needs, assembles them 
in his left hand, then slips letters and 
spaces into an adjustable, self-align- 
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PROGRESS 
HANSON 
PROGRESSIVE 


The 3-Company Team 
Under 1-Company Management 
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TYPOGRAPHY 
ELECTROTYPES 
PLATES*and MATS 


*Progress Plates . Plastic Plates - Rubber Plates 


PROGRESS Plate Making Company 
913-23 Filbert Street, Philadelphia 7, WAlnut 2-0447 


HANSON Electrotype Company 
9th & Sansom Streets, Philadelphia 7, WAlnut 2-5567 


PROGRESSIVE Composition Company 
9th & Sansom Streets, Philadelphia 7, WAlnut 2-2711 
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iF YOU SPECIFY TYPE | 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 


This is the eighth edition. Send postal today. | 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, Ill. 
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NEED 
Magazine Clippings? 


Complete, accurate and 
prompt COVERAGE of— 
@ Consumer Magazines 
Trade Journals 
Farm Periodicals 
Labor Papers 
Religious Publications 
Medical Journals 
Society Magazines 
College Periodicals 
House Organs 


AMERICAN TRADE PRESS 
CLIPPING BUREAU 


15 East 26th Street * New York 10, N. Y. 
Telephone: LE 2-5969 
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ing composing stick. He then presses 
tape over the complete line, lifts up 
tape and letters for positioning on the 
layout. It is then ready for photo- 
graphing. 

Transparent Fototype can be used 
for direct contact printing by Ozalid, 
Bruning or other copying processes. 
Other uses are suggested in the cata- 
log. 

“O F copy circ on the 


iders’ Service Card inside back cover 


Cartoon Style Adds Fillip 
To Employe Booklet 


Cartoons and lettered text team 
up in a “scriptographic” booklet 
published by the Channing L. Bete 
Co., Greenfield, Mass. “What! No 
Tube?” explains in graphic style 
the major changes that have taken 
place in the automotive field as a 
result of the introduction of the 
tubeless tire. It’s one of a series on 
subjects of general interest prepared 
for employe reading racks. 

Scriptography, the company ex- 
plains, is the use of words and 
drawings in close association to 
communicate ideas and information 
quickly and effectively. Other book- 
lets using this technique have dealt 
with such topics as social security, 
the profit system, savings and home 
ownership and repairs. Key words 
are highlighted in the text, and 
stick figures help to make the 
meaning clearer. 

“What! No Tube?” describes the 
milestones in tire development, how 
the tubeless tire works, how it can 
be repaired, and how it saves time 
and money for the motorist. 


For your copy circle N 103 on 


Volk Studios Offer 
Lettering Clip Books 


An innovation in “cold type” com- 
position is being offered by Harry 
Volk Jr. Art Studio, Pleasantville, 
N. J. Called “Clip Book of Lettering,” 
the new service includes a monthly 
issue of two different styles of hand- 
lettering. 

Each set of paste-up letters in- 
cludes eight 82x11” pages containing 
the characters of an alphabet printed 
both as individual letters and as parts 
of much-used works and syllables. 
The letter “a,” for example, also in- 
cludes “able,” “add,” “af,” “after,” 
“ally,” “ant,” and “ate,” to list a few. 

According to Harry Volk Jr., 
grouping letters into syllables cuts 
paste-up time as much as 50% and 
produces a neater finished job “be- 
cause the spacing between individual 
letters is right.” 

Each page is punched for filing in 


a standard three-ring binder. Guide 
lines for accurate alignment are 
printed on each page. The service is 
sold on a subscription basis at $4.95 
per month for both new alphabet sets, 
16 pages in all. Individual alphabets 
can be purchased on a non-subscrip- 
tion basis at $3.95 per set. 

An innovation in the service is the 
inclusion of a sheet of Bourges “Cold 
mount” with monthly subscriptions. 
This eliminates the need for rubber 
cement when pasting up type lines. 

Additional details are available. 


For your copy circle No. 104 on the 
Readers’ Service Card inside back cove! 


Return Appearance . . . Eleven type faces 
designed by Frederick Goudy and lost in 
1939 fire are illustrated in new speci- 
men sheet prepared by Eastern Corp. on 
Atlantic Bond. 


‘Lost’ Goudy Types Live 
In New Specimen Showing 


Eleven “lost” Goudy type faces, 
designed from 1921 to 1937, can again 
be seen in a specimen sheet prepared 
by the Eastern Corp., Bangor, Me., 
producers of paper and pulp. Fred- 
eric Goudy lost the drawings, pat- 
terns and matrices of these faces in 
a fire which destroyed his Village 
Press in 1939. Fortunately he had 
left quantities of the types in the 
composing room of Howard Cogge- 
shall, who preserved the collection 
and made the reproduction possible. 

Newstyle was the first of the elev- 
en to be cut, in 1921, and Friar was 
the last, completed in 1937. “Of all 
the types lost in the fire,” Goudy once 
said, “I believe I miss Friar the 
most.” These Goudy designs (except 
for Village No. 2 and Village Italic, 
which were intended for Monotype 
production before the war) were not 
offered commercially by anyone but 
the designer. 

They were cut and cast usually in 
not more than three sizes. They are 
most suitable for hand-composed 
texts and titles, prints, scrolls and 
quality work where electrotyping is 





feasible so that the types themselves | TTT ee 
may be preserved. oh + le Ma er Wei) ol 1 
Howard Coggeshall, printer and 
typographer for more than a half 
century, designed the specimen sheet 
for the paper company. The sheet is 
available from franchised Eastern 


composing 


merchants. 
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Photolettering Quiz Tells 
How to Buy Equipment 


A check list of “What To Look For 
When You Buy Photolettering 
Equipment” has been prepared by 
the Halber Corp., Chicago. Main 
features to watch for, says the re- 
lease, are the composing machine’s: 


e Ability to perform 

e Range and versatility 

e Completeness of equipment 
e Ease of operation 


® Quality of typography 
e Cost 
To test the first feature, the check 


list suggests that the demonstrator of 
any “cold type” composing machine 


At Service Typographers highly skilled composi- 
tors assemble the type for your ads and printed 
pieces in this spacious and modern composing 
area. This, plus many modern machines and sea- 
soned type experts at Service, puts more into your 
typesetting to help you get more out of it. 


set type in various sizes, including 6 
and 8 pt. Is the alignment good? Is 
letter spacing accurate? A series of 
similar questions is then presented. 

Typro, the company’s photoletter- 
ing machine, is briefly described. Its 
floor model (see illustration in March 
56 AR) is reported to meet all the 
requirements cited. The machine is 
available on a 30-day rental basis as 
well as on a “pay-as-you-go” plan. 


wo’ ARTISTS... 
PRODUCTION MEN 
/ 


na eS RVI is = typographers, inc. 


723 S. WELLS ST., CHICAGO 7, ILL. HArrison 77-8560 
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Two Chicago Designers 
Honored in Booklet 


“Design and Pa- 
per,’ the external publication of 
paper distributor Marquardt and 
Co., New York, pays tribute to two 
outstanding designers—typographer 
R. Hunter Middleton and graphics 
expert Albert Kner, both of Chi- 
cago. Half of the 16-page booklet 


Number 39 of 


* hollywood, 


OVER 500 PAGES 
ALL LETTERS OF THE ALPHABET 


—caps, lower case, figures, 

points and accents. 

Display sizes—4 to 120 pt., 
66 pica or 11” lines. 
Body faces —4 to 14 pt 
in blocks; solid, , 
1 and 2 point leaded. 


ADTYPE WORK BOOK *48°" 


A must for roughs, comprehensives, every job. See how type looks before 
you order, Makes type specification and copy casting faster, easier, more 
accurate. A continuing service; supplement sheets of new faces sent 


io 
C 


i 
ia Th a 


Ue yy ei 
mpany « 


wt 


or thee Service co 


without charge. 
emer eee ee ee ee 


ADTYPE SERVICE CO., Dept. AR-11, 916 N. Formosa Ave., Hollywood, Calif. 
Send Work Book on 10-day free trial 
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MEd 


pe Full price credited if NAME 
AW] 0OR Tad) eles tase 
in 6 months. Ask 
about our speedy 
Type-by-Mail 
Teale 


Check or money order enclosed 
Send free folder showing all services 


Easy Gliding . Using light metal tem- eit 


plets, the Varigraph produces precision 
lettering, in sizes from .150 to .750 in 


height. Dials adjust height and width of 
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COMPOSITION 


by MAIL 


from dependable H. O. BULLARD! 


History's fastest, most dependable messenger service—the U. S. Mail— 
delivers your proofs by OVERNIGHT AIRMAIL anywhere in the coun- 
try! BULLARD, New York’s most complete typesetting plant, pays all 
postage both ways, including Special Delivery when required. 

Wherever you are, whatever your typographic needs, Bullard’s complete 
service is only 24 hours away! Join the thousands who have relied since 
1909 on Bullard for the latest in Lino, Mono, Ludlow, foundry .. . 
repros and photo lettering. 

COMPOSITION BY MAIL is made simple and easy for you with 
BULLARD’S ALPHABETS—a $35 book which can be yours FREE. 
This encyclopedic 536 page type reference volume is the indispensable 
tool of type directors and production men across the country. Write today 
for your free trial copy—no obligation. Use it FREE for 10 days. If 
you're completey satisfied, remit $35—if not, return at our expense. 


IF WITHIN 1 YEAR OF PURCHASE YOU ORDER 
AT LEAST $500 WORTH OF COMPOSITION FROM 
BULLARD YOU GET YOUR $35 BACK! 
Write today for full details on your 10-DAY FREE 
TRIAL COPY of BULLARD’S ALPHABETS. 


For complete typographic service —get set with 


H. ©. BULLARD, INC. 


150 VARICK ST., NEW YORK 13, N. Y. © AL 5-1770 
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that costs nothing 


He’s a typographic expert assigned to you 
... to see that you get what you want 

(in type, that is) with as little work as 
possible. You can toss your type styling, 
scaling and mark-up problems to him with 
confidence . .. and catch that 5:15 train 
home with the rest of the boys. 


MONSEN 


typographers, inc. 


22 East Illinois St., CHICAGO 11, ILL. 
928 South Figueroa St., LOS ANGELES 15, CALIF. 
806 Fifteenth St., N.W., WASHINGTON 5, D.C. 
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is devoted to an appreciation of the 
work of Mr. Middleton, who has 
created Ludlow faces Tempo, Kar- 
nak, Radiant, and Coronet among 
others. Norman Cram, president of 
the Chicago Society of Typographic 
Arts, contributes the text. 

The second half is a commentary 
by Mr. Middleton on his friend and 
colleague Mr. Kner, who started 
the Design Laboratory at Contain- 
er Corp. Originally from Hungary, 
where he gained experience in print- 
ing, bookbinding and typography, 
Mr. Kner has become well-known 
in the field of package design. 

A sample of the work of each man 
is illustrated. Design is by Herbert 
Pinzke and photographs are by 
James Brown and Torkel Korling. 
The issue is printed by letterpress 
on Mead’s Enamel Cover. 


For your copy circle No. 117 on the 
Readers’ Service Card inside back cover 


Type Chart Shows How 
To Mind P’s and Q’s 


Wondering how to tell Bodoni from 
Baskerville? Or how to identify the 
typeface used in any given ad? A re- 
cent “Type Identification Chart” im- 
ported from England and published 
by the Philosophical Library, New 
York, outlines a simplified system for 
distinguishing one type from another. 

Key characters in most typefaces, 
according to the chart, are capital 
letters G, J, M, R and W. It is these 
letters that most clearly show differ- 
ences in serifs, ascenders and de- 
scenders, spurs and so forth. By sin- 
gling out these crucial letters in any 
text block and matching them up 
with their mates on an ingenious 
“type wheel,’ readers can identify 
the face—or the family—quickly. 

Although emphasis is on typefaces 
popular in England and Europe, 
American users will find most stand- 
ard faces used here included in the 
chart. The range is from Antique Old 
Style to Van Dyke and Walbaum. 

Price of the chart, available 
through booksellers, is $1.00. 44 


“Yes, but notice how the over-all 
sloppiness you mentioned adds to the 
design and composition.” 
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BOARD PUBLISHING COMPANY 
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Covers on View 


At the National Assn. of Music Merchants, ‘’Billboard’’ gave 


dealers a chance to second guess the judges in their choice of the best-designed 


albums. 


Record Albums Judged .. . 


Designers Choose; 
Dealers Second Guess 


In its first annual contest for the 
best designed record album covers, 
Billboard planned it for the maxi- 
mum mileage among dealers as well 
as the record companies. 

After the jury, which consisted of 
Will Burtin, Freda Diamond, Wal- 
ter Margulies, George Nelson and 
Walter Dorwin Teague, had picked 
the official winners, but before the 
winners had been announced, all 
the entries were displayed in the 
magazine’s booth at the convention 
of the National Association of Mu- 
sic Merchants. Dealers attending the 
meeting were invited to vote for 
their favorites, with those matching 
the judges’ selections in either the 
popular or the classical category 
being awarded a year’s subscription 
to Billboard’s Sales Booster Kit. 

The judges had selected Shosta- 
kovich Ballet Suites, with layout 
by Jack Mitchell for Classic Edi- 
tions, as the winner in its category, 
and Marvin Schwartz’ cover for 
Capitol’s release of the Beethoven 
Eroica in second place. In the popu- 
lar category, Ambassador Satch, 
created by Columbia’s art director, 
Roy Kuhlman, and his assistant, Al 
Zalon, took first place, followed 
by Mercury’s The Platters, designed 
by Jim McCormick. 


The dealers did quite well in 
matching the experts in the classical 
group, giving their first place to 
the Eroica, followed by Victor’s I 
Pagliacci, which the judges had 
awarded an honorable mention. In 
the popular category, however, the 
dealers differed considerably. They 
picked Capitol’s Night Winds and 
Tahiti Records’ Beachcomber Sere- 
nade, neither of which was ranked 
high by the judges. Both, by the 
way, carried pictures of interesting 
females. 44 
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baliet suites 


Designers’ Choice . . . Best designed 
classical album was ignored by dealers. 


FILMO 
TVPE 


is a lifesaver! 


Says: Louis W. Bonsib, President, 
Bonsib, Inc., Advertising Agency, Fort 
Wayne, Indiana 


“Every advertising man knows beauti- 
ful handlettering adds a_ professional 
touch, but with the salary a good letter- 
ing man commands, we would be unable 
to keep production expense at a reason- 
able level. Filmotype solves the problem 
at a fraction of the cost. It really is a 
life saver. Through forty years of ad- 
vertising agency experience, | have seen 
many new developments in the business, 
and for my money, Filmotype is one of 
the most useful all-around tools an 
agency can have in the art department.” 


« Easy operation! Anyone can produce Filmo- 
type proofs. 


« Automatic color spacing for exact letter- 
spacing. 


¢ Desk-top size. Fits on any table or desk. No 
special facilities needed! 


* The Photo-Composition machine that 
offers an alphabet for every display tvpe 
or hand lettering need. 


LoMervang Styles 


ere come 
———n= 


Get complete details . . . mail this coupon 


the FILMOTYPE corporation Dept. AR 
7500 McCormick Blvd. 
Skokie, II. 


Send information about the Filmotype Photo 
Composition Machine and how easy it is to 
own. 


Have your representative give me a demonstra- 
tion right in my own office. | understand there 
is no obligation 


NAME 

FIRM_ 

ADDRESS a nei 
CITY ZONE STATE 
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We are proud to be as- 
sociated with the industry 
leaders in the creation, 
design and construction of 
colorful, distinctive illumi- 
nated plastic signs for 
every purpose. 
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Hot Time for Hotpoint 


By Allen Sommers 
AR Philadelphia Correspondent 


Nothing was novel to the Wilson 
Excursion Lines in Philadelphia 
after 70 years of sailing its boats 
up and down the Delaware River, 
the Hudson River, the Potomac, 
Chesapeake Bay and other inland 
waterways. 

But when the Hotpoint Appliance 
Sales Co. of Philadelphia decided 
it wanted to introduce its new tv 
line to some 600 dealers in the 
Philadelphia area, Wilson Line offi- 
cials admitted a new experience. 

Showboat introductions were not 
new for Hotpoint Appliances, a di- 
vision of General Electric. There 
had been some initial presentations 
in Chicago and Newark, N.J., but 
with only moderate success. 

In Philadelphia the picture was 
different. They had a bigger and 
better boat (ballroom can_ hold 
2,500 persons comfortably), and 
they would be sailing on the Dela- 
ware River while the show went on. 


’C. D. “Cal” Smith, newly-ap- 
pointed district manager of Hot- 
point Appliance Co. in the Quaker 
City, spearheaded the promotion. 
He put arrangements into the hands 
of his ad agency, Bauer & Tripp, 


When Hotpoint of Philadelphia wanted to introduce its new line 
without distractions, they invited their dealers to go for a boat 
ride, during which the men were entertained as well as educated. 


which assigned radio-tv director 
Elmer Jaspan as coordinating di- 
rector. The agency secured the tal- 
ent, set up the advance invitations 
and teasers and handled the entire 
presentation. 

Teasers were mailed daily a few 
days before the event to stir up a 
good attendance. Special engraved 
invitations went out, and then a 
follow-up invite from singer Eydie 
Gorme (guest star) went out. 

Other top stars secured for the 
evening were CBS comedian George 
DeWitt and Ray Eberle’s orchestra 
for dancing. A cocktail party and 
midnight supper, catered on the 
boat, followed the presentation of 
the new Hotpoint Hi-Vi television 
line. 

Everything was timed, including 
displays outside of the Wilson Line 
pier along Delaware Ave., displays 
over the gangplank leading to the 
boat, banners for the boat, a spe- 
cial portable stage and _ curtain, 
chairs in a semi-circle to accom- 
modate some 600 dealers and their 
wives, special sales kits made out 
individually for each dealer and big 
name plates which each dealer 
would pick up as he came through 
the gate on the pier. 

A total of 600 guests, including 


dealers, wives, Hotpoint officials 


and the press, accepted invitations. 
But a total of 950 showed up after 
telephone crews went to work. 


> The cruise departure was set for 
10:30 p.m. on July 12. Because the 
S.S. State of Pennsylvania makes 
two daily trips, everything had to 
be planned for a prompt departure. 

At 10 a.m. that day, the Hotpoint 
service manager and his staff went 
aboard the liner to install an an- 
tenna on top of the ship so that all 
tv receivers would be live. This 
turned out to be quite an accom- 
plishment, because the ship was 
moving and also because the vessel 
is made of all steel. Polishers from 
the Hotpoint plant also rode the 
excursion boat to polish all receiv- 
ers up perfectly for the show. 

The ship came in from its regular 
run that night at 8 p.m., giving the 
organized crews about two hours to 
clean up the vessel, set up tables 
for supper for almost 1,000 persons, 
arrange flowers, rehearse the or- 
chestra, set up the special stage, 
rehearse the models, set up props, 
etc. 

On the dock everything was done 
to promote an atmosphere of a Mis- 
sissippi Showboat. 
> A Dixieland 


band in 


blackface 
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Therell be a HOT T/ME 


onthe nite of JULY \2* 


and you aint heard nothin yet/ 


Teaser Card 


One of a series of 6x9’’ teaser cards that went out to Hotpoint deal- 


ers in the Philadelphia area, supplementing a more formal invitation. 


welcomed the guests. Pretty models 
in sailor costumes guided the guests 
from the gate to the boat. Hotpoint 
salesmen, most of whom knew their 
dealers, scrambled about giving out 
name badges and sales kits. (This 
scrambling almost delayed the de- 
parture). 

Precisely at 10:30 p.m., the deep- 
throated blowing of the S.S. State 
of Pennsylvania whistle marked the 
ship’s departure. Simultaneously 
the presentation of the new tv line 
began. 

George DeWitt was master of 
ceremonies. He introduced Hotpoint 
officials: James Kelly, national 
merchandising manager of Hotpoint 
Appliance Sales Co., Philadelphia; 
Mr. Smith and Jake Miller, regional 
manager. These executives then in- 
troduced the new line. Models 
wheeled out each set as it was in- 
troduced and described. The com- 
mercial aspect was ended when or- 
ders were taken. A total of $5,000 
in business was written on the boat. 

The professional entertainment 
followed. The show ended at 12:15 
a.m., 15 minutes later than antici- 
pated. Supper followed, and six 


Dixieland Band . . . Music started the 
evening off with a bang, as dealers were 
piped aboard. 
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bars on three decks were opened 
for liquid refreshments. The ball- 
room then was cleared of seats for 
dancing. 

The supper tavie was set up on 
the deck about the ballroom, with a 
center table running over 200 feet 
down the center of the deck. Aux- 
iliary tables were on either side. 

The tv receivers were left on dis- 
play on the decks for examination. 
Other Hotpoint appliances were on 
display on the main deck. 

Hotpoint officials felt that the 
showboat cruise was probably the 
most successful dealer presentation 
in Hotpoint history from point of 
attendance and initial sales. 44 


Booklet Presents Ideas 
On Creating With Cord 


“Give a man enough rope,” and 
if he’s an adman, he’s more apt to 
create a display than hang himself 
is the theme of a distinctive book- 
let from Puritan Cordage Mills Inc., 
Louisville, on the possibilities of 
nylon cord in creative design. 

Available now in a variety of 
colors as well as traditional white, 
Puritan nylon cord is shown in the 
book as the basis for a number of 
interesting displays plus a variety 
of “home beautiful” uses including 
furniture, door, wall and ceiling 
effects. 

The booklet is vividly illustrated 
and includes “how to” hints on the 
various applications of the cord. 
The center spread of the booklet is 
devoted to illustrations of cord 
sculpture ideas. 


For your copy circle No. 113 on the 
Readers’ Service Card inside back cover. 


New Material Has 
Exhibit Possibilities 


A new synthetic foam sponge, 
manufactured by the O-Cel-O Di- 
vision of General Mills, Buffalo, 
should lead to interesting possibili- 
ties both in the exhibit field and in 
window and store displays. Called 
“Plastifoam” by its manufacturer, 
it has the appearance of a sponge, 
except with little absorbency. 

Among its more important quali- 
ties are the following: 


e Is slow burning and self-extin- 
guishing 


@ Can be made in a variety of 
colors, cell structures and physical 
shapes 


® Resists oil and dry cleaning sol- 
vents 


@ Has high resilience 


@ Can be sewn and easily bonded 
to a variety of other materials 


e Has high tear strength 


Now being made in a wide range 
of sizes and shapes, it is currently 
being used for mattresses, cushion- 
ing, padding, clothing _ inserts, 
brushes, toys and insulation. 

A new machine, which performs 
more than 100 individual mixing 
operations automatically, can pro- 
duce close to 10,000,000 pounds of 
the new material annually. 44 


Featherweight Exhibit 
Features Pop-Up Device 


A new display that features the 
practicality of a heavyweight, and 
the maneuverability of a feather- 
weight was recently introduced by 
Displayers Inc., New York. 

The new “show-piece” — called 
the “Featherweight Display” — 
weighs approximately 110 lbs., and 
packs into a metal reinforced case 
measuring only 40x28x12”. 

Other features include: 


® Durability . . . because of its pri- 
marily aluminum construction 


@ Flexibility due to pivoting 
panels for various size booth and re- 
arrangement of copy material 


@ Packability . . . easy to assemble, 
the parts are legibly numbered, 
joints lock together readily — a 
one-man job. 


® Practicality ... due to a front 
counter that becomes a_ shipping 
container when exhibit is packed. 


As an added attraction, the ex- 
hibit — with four shelves — fea- 
tures a “pop-up” mechanism. 44 





At Demo Convention ... 
Bottlers Battle 
For Booth Attendance 


The 1956 Democratic national 
convention, for the first time in 
political history, included a com- 
mercial exhibit as part of the pro- 
ceedings. Outstanding among the 
exhibitors in the north wing of the 
International Amphitheater at Chi- 
cago were soft drink franchise 
houses, all of whom did a roaring 
business in handing out free drinks 
and cultivating goodwill in other 
ways. 

Competition among the beverage 
companies for the attention and 
favor of visitors rivaled in intensity 
the scramble for delegates between 
Stevenson and Harriman. Laboring 
under the handicap of lukewarm 
acceptance by party officialdom, ex- 
hibitors had to use all their ingenu- 
ity to merchandise their presence at 
the convention. This produced a 
stimulating display of promotional 
spirit, a competitive slugfest which, 
though intensely waged, still had 
the amicable quality which charac- 
terized most of the convention it- 
self. 

Of the six franchise companies 
represented, Canada Dry had the 
largest space, with two 50’ displays, 
each on a main aisle. From the out- 
set, they drew the largest crowds 
because of the pulling power of a 
caricaturist whom Canada Dry had 
engaged to draw sketches of the 
delegates and visitors as convention 
souvenirs. Before the first day was 
out, the Coca-Cola Co. whose at- 
tractive big booth across the aisle 
was being largely ignored, coun- 
tered by installing two television 
sets and rows of chairs for foot- 
weary conventioneers. This brought 
satisfactory attendance and drink 
consumption at their booth. 

Meanwhile, the spacious 7-Up 
booth at the other end of the hall 
was languishing as Canada Dry and 
Coke reaped attention. So on the 
second day they made their bid by 
bringing in four pretty girls wear- 
ing tight sweaters and “shorty” 
shorts to serve 7-Up with smiles. It 
worked (what else?) and soon a 
crowd gathered to enjoy the scenery 
and the free drinks. 


> The final competitive pitch came 
from Canada Dry, whose second 
booth faced the 7-Up exhibit. They 
fought the leggy models by bringing 
in the blonde bomb of Chicago, 
Mary Hartline, who starred for 
years on Canada Dry’s “Super Cir- 
cus” tv show. Mary not only graced 
the booth and posed for pictures, 
but also was interviewed by the 
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networks and made her pitch to the 
millions. 
Both Pepsi-Cola and Royal 


. Crown had two booths each, and Dr. 
) a | f - iY h e S | ies Pepper was represented with one, 


but in this one they entered a 


| strong bid with “Miss Chicago” to 
a Pn a rs . urge drinks upon all comers. 


- | >» Since this was the first com- 
Printed on 


mercial exhibit ever to be held in 

conjunction with a political conven- 

tion, the experience of the exhibi- 

tors is worthy of close study. Most 

of them felt that they had been 

led to expect more than they re- 

ceived, and felt bitter toward the 

DRS exposition managers (Clapp and 

: - Poliak), but the latter were if any- 

’ i thing even more bitter toward the 

politicians, claiming that they had 

eee Get Year Round Attention been promised far more cooperation 
| than was ultimately delivered. 

To Your Sales Message! Despite all this, which might be 

charged off as the birth pangs of a 

first try, some exhibitors felt that 

they at least broke even. Speaking 

for Canada Dry, merchandising 

self-adhesive FASSON calendars on their | manager Paul Immekus was happy 

walls, table tops or desks where they on Viren aeenta: | We Gite temnen- 

dous sampling job, particularly on 

our flavors, which we gave out by 

the thousands to people from all 

over the nation, and always with 

enthusiastic response. Secondly, we 

1957 will be here soon. Get your calendars and sales gained valuable goodwill by giving 

. ss | free caricatures by a famous artist 
message printed on self-adhesive  PELT NOW. | to all comers. We had as many as 
25 people waiting in line for these, 
cluttering up our booth wonder- 
fully, for hours on end.” 

Canada Dry’s third coup came 
from their foresight in providing 
free eyeshades for conventioneers 
forced to sit under the glare of 
blinding television lights in the 
arena. “We were ready with 5,000 
eyeshades,” said Mr. Immekus, “but 
I had to place a rush order for 10, 
000 more before the second day was 
out. The folks really appreciated 
them, and believe me, they weren’t 
plain cardboard. Everyone in that 
convention saw our trademark and 
. . . for more details circle 157, page 112 slogans on the heads of hundreds of 
ae delegates, even if he couldn’t read 
the one he was wearing himself.” « 
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the entire year. 
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Fasson Products 
Division of Avery Paper Company 
260 Chester Ave. 
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than any other publication. 
If you sell advertising 
REACHES services, materials and 


MORE equipment to or through To announce the new location of 


ADVERTISING agencies, your ad in AR their New York offices, The Dis- 
. : # | players Inc., and Robert Kayton 
AGENCIES will reach the top in | Associates Inc., — exhibit and 

| point-of-purchase display builders 

response. | — joined forces in distributing an 

“Easy Street Finder” that  pin- 


ADVERTISING RE OQ UIREMENTS | points any address in New York 


Street Guide Announces 
Move for Exhibit Firms 


City. 


Ingeniously devised, the street 
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guide works on the principle — and 
with the accuracy — of a slide rule. 

According to the companies, the 
“Easy Street Finder” can_ spot 
any Manhattan address from Bat- 
tery Place to 200th St. 


For your copy circle No. 120 on the 
Readers’ Service Card inside back cover 


Factory Line 
Set Up in Hotel 


Unorthodox but effective show- 
manship was used to introduce a new 
color-styled stapler when Bates Mfg. 
Co., Orange, N. J., set up a factory 
assembly line in a New York hotel 
show room. 

The assembly line—shipped intact 
from the Orange, N. J., plant—car- 
ried on business as usual in the 
Hampshire House Cottage Room de- 
spite the festive show room atmos- 
phere surrounding it. 

Thirty feet long, the assembly line 
was “manned” by seven girls dressed 
in white uniforms. Using a 12-foot 
conveyor belt that carried the sub- 
assembled parts to the girls who 
were completing the staplers, the 
girls managed to produce almost 300 
units in a few hours. 

In addition to the assembly proc- 
ess, the guests also saw first-hand 
the Bates adjustment and testing 
procedures, with one girl making ad- 
justments with a mechanical testing 
device while another inspected the 
entire finished stapler minutely. 

Finished in a mottled beige with 
a brilliantly hued handle in red, 
blue, yellow or gray, the finished 
staplers appeared at the end of the 
assembly line packed in a colorful 
green and blue box. 44 


‘Big Top’ Folds Tent, 
Acts Sell Appliances 


What may be the start of a new 
advertising trend has been attracting 
attention in Chicago where circus 
acts formerly with the recently folded 
“big top” have been hired by the 


A Circus Comes to Town . . . And stays to 
sell appliances in Norge sales promotion 
which hired former ‘big top’’ circus acts 


to perform in a series of dealer shows. 


Norge Chicago Corp. to appear in a 
series of appliance dealer shows for 
the company. 

The dealer circus tour started out 
slowly with only one act performing 
for approximately 1,000 people in one 
of the Chicago suburbs. 

But in a period of approximately 
two months, the dealer circus had 


grown to include several of the more 
popular acts and had played to ap- 
proximately 60,000 people, according 
to an announcement made by the 
Norge Corp. 

While admission to see the acts is 
free, Norge reports that dealers 
booking the circus acts have in- 
creased sales considerably. 44 
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Apples for Activity ... 


Games in Booth 
Build Recognition 


Giving an apple to the teacher 
works just as well in business shows 
as it does in the classroom, accord- 
ing to a maker of automatic temper- 
ature controls. 

The firm, Powers Regulator Co., 
Skokie, Ill., found this out when 
it broke away from its traditional 
“sit down and rest awhile” conven- 
tion booth to display its products to 
school administrators. 

Instead, the company now stages 
dart and ring toss games, with ripe 
red apples going to all who partici- 
pate, whether they win or lose. By 
so doing, Powers drew an average 
10,000 people and 700 sales inquir- 
ies at each of its last two school 
conventions. 

“Crowds were so thick,” reported 
Earl R. Bowman, Powers’ sales pro- 
motion manager, “that the hall of- 
ficials almost asked us to shut up 
shop and quit jamming the aisles. 
Almost, that is, until our exhibiting 
neighbors protested—they were do- 
ing a record business, too, because 
of our crowds.” 

Mr. Bowman explained the stunt 
evolved from dissatisfaction with 
the apparent lack of interest in the 


company’s conventional booth and 
its static approach. 

“There was nothing to draw 
crowds except chairs and a static 
product display of technical prod- 
ucts for a lay audience,” he said. 
Inquiries seldom went over 30 for 
a five-day convention run. 

In 1955 at the American Assn. of 
School Administrators meeting, the 
company started passing out apples 
to all who participated in throwing 
darts at a William Tell figure. 

Crowds came thick and fast, and 
were exposed to the Powers name 
No attempt was made to sell prod- 
ucts. In 1956, added the 
ring toss game, which kept partici- 
pants long enough before a newly 
added product display to 
some of the selling story. 

The company is 


Powers 


absorb 


developing its 
exhibit participation ideas still fur- 
ther. At the recent American So- 
ciety of Health, Physical Education 
and Recreation meeting, the ring 
toss game was used. Prizes were 
key chain roulette wheels, to drive 
home the point of “Don’t Gamble 
With Safety—Use Powers Thermo- 
static Shower Controls.” 44 
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The full story of one of the most interesting direct mail campaigns in recent 


years, used by Allis-Chalmers to reach 3,000 key executives. This low-key, 


hard-selling campaign deserves careful study. 


By Benn Oliman 
AR Milwaukee Correspondent 


Three thousand key purchasing 
agents, plant executives, production 
experts and design engineers, all 
Allis-Chalmers prime customers 
and prospects, were recently on the 
receiving end of one of the most 
effective and intriguing sales pro- 
motion ideas of the year. 

It started with a small screw- 
driver, imprinted with a_ cryptic 
message: “M plus D plus P plus C 
equals ?” arriving at their desks 
via the mails. It wound up with a 
first place award for Allis-Chalmers 
in the annual Direct Mail Advertis- 
ing Assn.’s competition. 

The letter that accompanied the 
tiny screwdriver told the recipients: 


62 © Direct Advertising 


“Here is a small screwdriver which 
you will want to keep handy for 
assembling a unique model. . .one 
which will be sent to you, piece by 
piece, within the next few weeks. 

“Obviously, assembling the model 
is intended to direct your attention 
to Allis-Chalmers, and also to pre- 
sent a question which is important 
to all manufacturers who make or 
use power-driven equipment. You 
may be able to determine the ques- 
tion, and the answer, before we 
have sent you all the pieces; if not, 
we'll see that you get both with the 
last mailing. 

“So, be on the lookout for the next 
piece! It will arrive in a day or 
two.” 


> Like clock-work, every third day 


an eagerly awaited package came 
via the mails. At the end of three 
weeks, Art Tofte, Manager, Allis- 
Chalmers Advertising and Industrial 
Press department, and his entire 
staff unmistakably knew they had 
struck promotional pay dirt. The 
stream of laudatory letters, wires 
and phone calls from all over the 
country was ample evidence. 

Art Tofte claims that the gratify- 
ing success of the model motor pro- 
motion was due to several factors: 
“First of all, this was a ‘pertinent’ 
promotional piece from all angles. 
It was not merely a cute item that 
has a brief, momentary impact on 
the prospect, makes its impression 
and then is laid away somewhere 
out of sight and mind. It was 
planned to tie in directly and un- 





mistakably with our company’s 
products. There is no vagueness 
about whom it came from, and what 
it is trying to sell. Secondly, it was 
based on an_ intriguing ‘teaser’ 
campaign, and targeted at a care- 
fully selected group of men who 
pride themselves on their abilities 
to work with and construct power- 
driven machinery. Many of them 
told us they derived as much en- 
joyment from waiting for the pieces 
and puzzling them out as they do 
from working with their hobbies at 
home.” 

In a good number of instances, 
says Art Tofte, his office received 
letters from top level plant execu- 
tives complaining because they had 
been omitted from the list. They 
wanted to know why their purchas- 
ing agent was selected and the boss 
left out. In several cases, shipping 
delays and unavoidable slipups re- 
sulted in one or two parts not be- 
ing delivered to some names on the 
list. Anxious letters and inquiries 


by phone resulted, asking when the 
missing parts were coming. 


>A total of 3,000 plastic model 
motor units and bases were built 
by Kaysun Inc., Manitowoc, Wis., 
from plans and specifications fur- 
nished by Allis-Chalmers, at a cost 
of about $10 per unit. Highly ef- 
fective “low-key” mailing circulars 
were specially created and printed 
to accompany each piece. Mailing 
work was handled by an outside 
firm. 

Allis-Chalmers officials are con- 
vinced that the firm’s money was 
well spent. “It still amounted to less 
than half the cost of an average 
salesman’s call on an industrial ac- 
count,” says Mr. Tofte. “When a 
salesman takes out a prospect for a 
nice dinner, it usually costs a lot 
more, and the meal will ordinarily 
soon be forgotten. This promotional 
piece will have a long-lasting ef- 
fect on those who have them. Be- 
sides, we’re dealing with prospects 


who can place equipment orders 
literally measured in tens of mil- 
lions of dollars each year.” 

The major objective of the entire 
promotion was to implant a lasting 
impression on their OEM (original 
equipment manufacturers) prospects 
that Allis-Chalmers produces a 
complete, co-ordinated line of M 
(motors), D (drives), P (pumps, or 
coolants) and C (controls). The 
final mailing piece answered the 
question and tied the entire puzzler 
together, explaining that this combi- 
nation of symbolic items meant that 
they were due to receive “Co-ordi- 
nated Engineering” when they dealt 
with Allis-Chalmers, since they 
specialize in building and servicing 
the four basic components of power 
driven machines and equipment. 


> Here’s how the Allis-Chalmers 
“M plus D plus P plus C equals ?” 
promotion was planned and ex- 
ecuted: Preliminary work on the 
project began in early January of 
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this year. Mr. Tofte’s office wrote 
to all Allis-Chalmers _ regional, 
branch and district office managers 
asking for the names and titles of 
individuals they felt should receive 
the tiny motor puzzle. The note 
stressed that only those individuals 
who actually had a real influence 
in their firm’s buying should be 
placed on the list. In addition, the 
managers also were instructed to 
include the names of the salesmen 
who normally called on the account. 
In the introductory letters contain- 
ing the screwdriver, these territory 
salesmen were given credit for hav- 
ing suggested that that particular 
person be placed on the mailing 
list. 

“Our first task actually was to sell 
our own people on the merits of this 
promotional idea. Acquiring a valid 
mailing list was a slow process until 
we sent a picture around to the dis- 
trict offices showing an actual size 
reproduction of the unit. Once they 
saw that, the district managers and 
salesmen realized the potential in 
this idea, and the names were quick- 
ly gathered and sent to us.” Original 
plans were carried out to send the 
pieces only to their OEM prospects 
and customers. But the reception 
proved so warm, that an additional 
list of 1,500 GPE (general purpose 
equipment) buyers were also in- 


oy 


MMO} 


cluded in the promotion. 

“Low key” is an apt adjective to 
describe the entire tone of the pro- 
motion. It moved quietly and effi- 
ciently towards its goals. Good taste 
was observed in preparing each 
mailing piece. ..no flamboyancy. 
The excitement of the pieces them- 
selves was more than enough to 
whet the curiosity and interest of 
any engineer or purchasing agent 
on the list, says Art Tofte. 


>» A lasting impression was made on 
the 3,000 men who put the models 
together. Most reported that they 
are keeping them in their offices as 
desk top souvenirs. Newspaper and 
trade paper publicity was extensive 
and extremely complimentary. Many 
influential metropolitan newspapers 
ran stories about the clever gimmick 
in their market and business sec- 
tions. 

Color played an important part. 
A subdued gray-blue contrast was 
utilized in the accompanying cir- 
culars. These are the colors used on 
all of Allis-Chalmers motors — 
pointing up again Mr. Tofte’s claim 
that the promotion was _ strongly 
marked by its relevancy to the com- 
pany’s products. 

To impart a greater degree of 
“custom built” appearance and 
flavor to the promotion, all of the 
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pieces were delivered in cardboard 
boxes created specially for this job. 
Though most of the pieces were 
dwarfed by the size of the contain- 
ers, and the motor itself is ‘gnat- 
size, the boxes were used because 
it was felt they lent an element 
of mystery and surprise — like 
opening up gift packages. “Just as 
the accessories put the final touch 
to a well groomed woman’s appear- 
ance, so did these little touches 
help put over this sales promotional 
stunt,” says Art Tofte. 

How can you measure the suc- 
cess of such promotional ideas? 
According to Art Tofte, giveaways 
like this prize-winning example 
have to be based on a list of worth- 
while objectives in order to justify 
their expense. Objectives here were 
topped by a desire to make their 
prospects aware of Allis-Chalmers 
ability to provide them with all four 
elements in their power-driven ma- 
chinery needs, and then take over 
responsibility of keeping them effi- 
ciently functioning. Co-ordination of 
buying practices and service were 
the key words stressed throughout. 

In the long years of the firm’s 
history it has created and put to 
use dozens of promotional desk 
pieces and giveaways. None of them 
have ever earned the positive re- 
action that this one garnered. A 
heart-warming 57% of those who 
received the Allis-Chalmers do-it- 
yourself gimmick made _ responses 
by mail, wire, and personal com- 
ments. 44 


Chrysler Promotes Safety 
With Humorous Booklet 


To help sell highway safety as well 
as automobiles, Chrysler Division, 
Chrysler Corp., Detroit, has insti- 
gated a year-long campaign called 
“Operation Glovebox.” 

For 12 months, each new Chrysler 
car will be delivered with a humor- 
ous but warning booklet titled, 
“From the Files of Dan Speed.” 

Dan Speed, a sardonic safety ex- 
pert resembling the famous Sgt. Fri- 
day, takes the reader through a 
series of typical accidents “on their 
way to happen.” Using wry humor, 
the cartoon-type safety expert points 
out the cause, the possible effect and 
gives some helpful hints and sage 
advice on driving more safely in the 
future. 

All humorously illustrated, typi- 
cal accident examples include: 


e The case of the Big Blow. 
e The case of the Slow Cruise. 


e The case of the Back Alley 
Blonde. 





"do-it-yourself" 
with Cummins plastic binding...it's 


Bound 


to make an impression! 


Now anyone can easily plastic-bind reports, presentations, and 
sales material right in the office . . . and get that professionally- 
bound appearance and utility for added sales appeal, maximum 
readership, and longer life. Pages are easy to turn, lie flat, look 
better, invite use, command attention. Safe, easy-to-set Cummins 
Plastic Binding and Punching Machines are styled and built to 
the highest Cummins standards. Cummins plastic bindings are 
available with popular ring centers and diameters in a choice of 
ten smart colors. For any number of copies—one, ten, or a thou- 
sand books—make sure they're bound to make an impression... 
with Cummins, the nation’s leader in paper punching equipment 
for more than 70 years. 


S Steeetesses 0000004 


BB Canning 


Cummins-Chicago Corporation 


‘ 4740 N. Ravenswood Avenue 
Binding made easier and faster. Dual DESK-ELECTRIC PUNCH . Chicago 40, Illinois 


automatic release plates . . . convenient Eliminates ‘‘bottleneck'’ of hand punch- 

feed tray built-in for plastic bindings... ing. Increases speed of entire plastic Send for informative booklet fully 
quick dial setting . . . new, moderately binding process with a fraction of the ' describing Cummins new plastic 
priced for every office budget. effort. Performance guaranteed. ‘a . binding and high speed equipment. 
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BELL AIRCRAFT Corporation 


we, Vf 


Saves 70% in Type Composition \< 


with the JUStOWriter, 


AUTOMATIC TAPE-OPERATED COMPOSING MACHINE 


For more than 15 years Bell Aircraft Corporation has 
prepared various types of publications for military and 
commercial use. Originally, copy for these publications 
was typed, sent out to be typeset, and returned for 


printing—a costly operation. 
As the costs increased during 
World War II, a less expensive 
process which would still fur- 
nish justified, reproducible copy 
of top quality was sought. 
After a study, the Justo- 
writer automatic tape-operated 
composing machine was select- 
ed. This equipment provided 
justified copy suitable for XeroX 
or photo offset reproduction at 
30° of the cost of typesetting 
or 70° savings. Bell Aircraft is 


Bell Aircraft Corporation's installation of 10 just one of hundreds of indus- 
Justowriter automatic composing machines. tries, companies and govern- 


ment agencies cutting type 
composition costs with Justo- 
writer. 


PRODUCE PROFESSIONAL TYPE COMPOSITION 
IN YOUR OFFICE WITH Justowriter—it’s EASY 


The Justowriter, consisting of two units, a Recorder 
and Reproducer, gives you complete control of compo- 
sition in your own office. Your typist quickly and 
easily becomes your compositor. She simply types the 
copy (standard typewriter keyboard) on the Recorder. 
Simultaneously a punched paper tape is prepared 
complete with justification codes. The Reproducer 
reads the tape, automatically producing sharp, justi- 
fied (even margin) reproduction proofs or direct image 


plates, 


Write for new, illustrated Justowriter 


__ brochure and samples of Justowriter composition. 


Dept. AR-116, 1 Leighton Ave. 


Rochester 2, New York 
Subsidiary of Friden Calculating Machine Co., Inc. 


Sales and service offices in principal cities— 
listed in classified telephone directory under 
‘‘Typesetting Equipment.”’ 
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INVISIBLE INK 


The Secret-Message Post Card 
DIP IN WATER AND MESSAGE APPEARS 


The newest, most effective sales promotion 
device ever conceived! You must try this 
powerful sales-compelling Secret-Message 
post card in your next promotion. Has the 
element of mystery, suspense and surprise! 
Can be used for Games, Quizzes, Pre- 
miums. Ideal for Election campaigns. 
Samples and Price List on request 


WECK PROCESS CO. 
42 East 2\st ST. NEW YORK !0, N.Y. 
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Stressing nine essentials for mod- 
ern safe driving, the Dan Speed 
booklet also emphasizes the need for 
periodic safety check-ups for the 
reader’s automobile. 44 


Sen-Bak Mail Piece 
Saves Addressing Time 


With the aid of a new mailing 
piece called Sen-Bak, admen can 
get “three addresses for the price 
of one” out of a single addressing 
operation. A sales kit from Gener- 
al Office Service Inc., Washington, 
D.C., illustrates how Sen-Bak 
works. 

A business reply card is tipped 
onto a die-cut letter. The recipient’s 
name and address appear on the 
reply card and show through the 
die cut, as well as through the 
window envelope used. 

There are five card styles avail- 
able, in a variety of colors. Wallet 
envelopes can be used in place of 
order cards, if desired. Addressing 
can be done before the card is 
tipped to the letter, through the 
window of the letter or through the 
window of the envelope. 

The company, which specializes 
in direct mail and_ lithographic 
service, offers to supply copy and 
artwork. Printing is done in _ its 
shop. 

The sales kit gives additional de- 
tails and prices. 


Two-Window Envelopes 
Okayed by Post Office 


You can now use a window en- 
velope with two openings, according 
to a letter received by Gaw-O’Hara 
Envelope Co., Chicago, from Mr. 
N. R. Abrams, Asst. Postmaster Gen- 
eral. The letter is reproduced in full 
on the cover of a recent issue of 
P.D.Q. Direct Mail News, Gaw- 
O’Hara house organ. 

“Mailers if they desire to do so 
may, for advertising purposes, place 
a window in the left end or on the 
back of the envelope,” reads the let- 
ter in part. “Envelopes with two win- 
dows, one for the name and address 
of the addressee and one for the re- 
turn card of the sender or for promo- 
tional purposes would be permissible 
for mailing purposes. The windows 
may be of irregular or novel size pro- 
vided this does not interfere with 
handling the pieces . . . The window 
for the address must, of course, run 
parallel with the length of the en- 
velope. This window should be of the 
usual rectangular shape.” 44 
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Staging a TV 
Spectacular in a Zoo 


How Red Goose Shoes staged the first network kiddie 


spectacular, using trained animal acts from the St. Louis 


Zoo, mobile cameras and child actors. 


By Mildred Weiler 
AR St. Louis Correspondent 


Long range planning for a _ tv 
spectacular not only assures a 
smooth running production and so 
saves time costs, but also gives the 
sponsor enough time to build up 
maximum dealer participation. 

When D’Arcy Advertising Co. got 
the assignment to handle the 90 
minute tv Kiddie Spectacular for 
Red Goose shoes, of the Friedman- 
Shelby Division, International Shoe 
Co., St. Louis, they thought they 
had two problems: 


1. Getting clearance from the St. 


Louis Zoological Board of Curators 
to use the Zoo’s animal acts. 


2. Find a network to carry the 90 
minute show, first of its kind to be 
telecast for children, all live, direct- 
ly from St. Louis, on 
morning, August 25. 


Saturday 


George Vierheller, Zoo’s director 
for 37 years, was delighted to give 
permission to telecast the Zoo’s pro- 
fessionally styled chimps, elephants 
and tiger acts. 

And the ABC 75-station network 
was available. 


> That was six months prior to the 


telecast and the ad agency execu- 
tives called in their script man to 
write the show, and surveyed the 
physical problems in_ telecasting 
from three separate Zoo theaters 
located in different areas of Forest 
Park. Then the problems began to 
look like this: 


1. Chimps, 
aren't 


lions and_ elephants 
concerned with cues and 
timing. They perform in set routine 
after years of training. Script, 
therefore, had to be timed to fit 
the animals’ routine. 


2. While the animals perform daily 
in their own separate outdoor thea- 
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AUTO SERVICE - 
BANKS + BREWERIES - 
SAVINGS and LOAN * DAIRIES 


One-minute or 20-second spots. 
Animation, clever dialogue, so- 
phisticated humor. . . and persua- 
sive selling! Exclusively yours for 
your area. Quality production. In- 
tegrates your own sales message, 
name, trademark, package, build- 
ing. etc. AT LOWEST RATES! 


Write, wire, phone for details, NOW 


A.V. CAUGER SERVICE, inc 
Television Commercials 
Phone CLIFTON 9390 
10922 WINNER RD. — INDEPENDENCE, MO. 
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ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 


NEW! FREE for 
‘an MailUsers 


oem] 1957 Catalog of 

: P| Mailing Lists — 
4|| covering United 
S| State and all for- 
Zoi eign countries. 


PLUS 


Hundreds of 
IDEAS for in- 
creasing your 
direct mail re- 
sults. “Handy 
Check List” for 
mailers also in- 
te cluded. 
’ Send Request on Letterhead 
Berliner Mailing Lists. Inc., 


684 Broadway, Dept. 2,N.Y. 12 
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10$. / BUILD YOUR OWN ANIMAL _ w3-D 


‘ Saoiate ANIMAL SHOW KIT with your Kal WH SHOES 


Window Streamer. . 


be, 


. Part of the promotion kit that was sent out to Red Goose deal- 


ers, this helped to build post-show store traffic. Red Goose rings were also available 


as give-aways to children visiting stores. 


ters and are accustomed to live 
audiences, they were not accus- 
tomed to tv cameras, equipment, 
and a tv staff hovering nearby. 


> Script writer John Evans over- 
came handicap +1 like this: The 
Zoo acts were already tailor-made 
for show business, fast-paced, com- 
plete with props, costumes and 
scenery. Left alone they could be 
depended upon to give a smooth 
running performance with only a 
trainer on stage giving the orders 
or announcing a routine. 

By using Emcee Johnny Olsen 
and two professional child actors to 
interview each act’s trainer either 
before or after each of the three 
performances, the three acts were 
welded together as a unit and at the 
same time established audience par- 
ticipation as the three professional 
actors also quick-toured some of 
the high spots of the Zoo. To get 
interview questions and answers, 
script writer Evans spent three 
months at the Zoo visiting with 
youngsters in daily audiences to 
find out what kids wanted to know 
most about the animals and acts 
they saw. 

Problem +2 was solved by setting 
up dummy tv cameras, orange 
crates on tripods, a week before 
the show, around each of the three 
stages where the animals performed 
two shows every day. 

On Friday, the day before the 
telecast, there was a full dress re- 
hearsal with all the equipment and 
the problem of animal temperament 
or fear was licked. 


> Long range planning didn’t catch 
the ad agency with its tv cameras 
down-east or down-west at the 
political conventions. Planning indi- 
cated that because the three show 
areas were separated by tree-lined 
walks, and time was a factor, it was 
necessary to have equipment in 
each theater. This meant the use of 
six cameras at the park—two in 
each outdoor theater—two more at 
the studio and one mobile. On the 
day of the telecast all equipment 
was on hand. 

This also included a 
equipped truck trailer 


studio- 
on the Zoo 


grounds, 2% miles of cable and 
lines, and a specially constructed 
micro-wave tower on the Zoo’s 
grounds to beam the program to the 
Southwest Bell Telephone building 
downtown for feeding to the na- 
tion-wide network. In addition, it 
took a staff of 32 to man the pro- 
duction. 

Long range planning also included 
protection against weather in case 
the outdoor telecast was stopped 
because of rain. A cable was re- 
served to Chicago so that the show 
could be put on a kinescope for 
Chicago and later network show- 
ings in case of rain. This would 
save the loss on the investment of 
all the equipment already out at 
the park, and insure at least a kine 
showing for some of the network. 

They also had a standby film on 
hand out at the park. As it turned 
out, however, the day was a beau- 
tiful summer blue-sky day, but the 
precautions and protection were 
included in the long range planning 
of the ad agency. 


> Publicity planning by the agency 
also was long range. Approximately 
1800’ of movie film for use on the 
air promotion was taken and from 
300 to 400 still shots in both color 
and black and white. Emcee Johnny 
Olsen was brought to St. Louis early 
in May and again in June to pose 
for advance publicity pictures with 
Zoo animal acts. These pictures, 
together with the film and slides, 
were sent to the network as a pack- 
age in May. ABC then began its 
own promotional campaign on the 
air and tv networks, 
and magazines. 

The three commercials and an 
opening and a closing during the 
90 minute spectacular also provided 
a problem for the agency because of 
the variation in the number of Red 
Goose shoe dealers in each of the 
75 markets. 

In each of the 75 markets the 
dealers’ names were listed. This 
meant that in the larger metro- 
politan areas where there might be 
as many as 50 Red Goose shoe 
dealers, it was necessary to use 
three cut ins but where there were 
only one or two dealers in a market 


newspapers 
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WOU /0Cf BRUSH-COATED PAPERS 


LETTERPRESS: @ HI-ARTS e ASHOKAN 
M-C FOLDING BOOK e M-C FOLDING 
COVER ¢ ZENA e CATSKILL © VELVE- 
TONE e SOFTONE e@ ESOPUS TINTS 
ESOPUS POSTCARD 


OFFSET-LITHO: ¢ HI-ARTS LITHO C.1S. 


ZENAGLOSS C.2S.  e 
COVER C.2S. 
CATSKILL LITHO C.1S. © CATSKILL 
OFFSET C.2S. © ESOPUS POSTCARD 
C.2S. ¢ ESOPUS TINTS 


ZENAGLOSS 


LITHOGLOSS C.1S. 


THE MARTIN CANTINE COMPANY 
Specialists in Coated Paper since 1888 
Saugerties, N. Y. and New York City 

in San Francisco and Los Angeles—Wylie & Davis 
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supplementary advertising copy 
was added to fill up the commercial 
time in that area. All instructions 
for each of the 75 markets thus had 
to be handled individually. 


>’ The problem of working out 
the dealer listings was made easier 
for the ad agency, however, by 
Friedman-Shelby’s own long range 
planning of the telecast with their 
dealers. 

In April Friedman-Shelby con- 
tacted their dealers with an outline 
of the proposed show. Friedman- 
Shelby salesmen were called in to 
see a closed circuit preview which 
introduced Emcee Johnny Olsen 
and some film clips. Salesmen were 
so impressed that better than 60% 
of the dealers were signed up by 
the salesmen within the first three 
weeks after the show was an- 
nounced in April. 

Dealers were invited to partici- 
pate in the spectacular for a flat 
fee of $25. This included: 


1. Advance news and tv publicity 

2. Special premiums and _  give- 
aways 

3. Complete window displays 

4. Newspaper mats for dealer’s 
tie-in with his own local ads 

5. Dealer listing on the spectacu- 
lar 

6. 100 of the Zoo Kit—the special 
giveaway on the show. 


Each dealer listed was also re- 
quired to buy an adequate stock of 
the four Red Goose shoe patterns 
featured on the show. 

That these might not be long on 
the dealers’ shelves was fore- 
cast the first day after the spec- 
tacular when dealers in a spot check 
of the 75 market areas reported 
youngsters were coming into the 
stores the first day following the 
telecast and asking for the Zoo Kit. 

Andy Brand, advertising man- 
ager of Friedman-Shelby Division 
of International Shoe Co., says the 
charge of $25 intensifies dealer co- 
operetion because he feels he is 
making an investment in the adver- 
tising project and he will be more 
determined to make it go. 

Of the 7,500 Friedman-Shelby 
dealers across the country, 550 of 
them participated by having a local 
listing on the show. However, there 
were many more in the fringe areas 
who did a good job for themselves 
by tying in with the show even 
though they were not listed on the 
telecast. 

These dealers had the opportu- 
nity to buy the Zoo Kit at a nomi- 
nal cost and use it in their own 
promotion locally. 
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Contract Signed Picture of star 
chimp signing for spectacular was used 
widely in pre-show publicity. 


The Zoo Kit, a full color repro- 
duction of the St. Louis Zoo Chimp 
theater, and three-dimensional ani- 
mal cut-outs, was offered free with 
the purchase of Red Goose shoes. 

Friedman-Shelby also _ bought 
newspaper advertising space in 
each of the markets to advertise the 
show on Thursday and Friday pre- 
ceding the telecast. 


> The idea of using the St. Louis 
Zoo animal acts on a tv show to 
sell children’s shoes was one the 
admen of International Shoe Co. 
had dreamed and talked about for 
five years. They talked, however, 
about making 30-minute film show- 
ings over a period of time in order 
to tell the entire story. The cost of 
such a program, however, was pro- 
hibitive. 

So when the ad agency men of 
D’Arcy Advertising Co. came to 
them with the idea of doing a 90- 
minute spectacular of the Zoo acts 
—which meant doing the entire 
show with one mechanical set-up 
instead of a series of shows, the 
idea was accepted immediately. 

A second kiddie show is planned 
for October and a third in Decem- 
ber. 44 


Free Television Films 
Listed in Bulletin 


A bulletin describing 142 tv films 
available on free loan by business 
and industry as a public information 
service is being offered by Modern 
Talking Picture Service Inc., New 
York. 

All 16mm sound films, many of 
them are tailored to the standard 
13% and 27 minute tv time seg- 
ments, and about one-third are 
available in color. 

Titles of the new films described 
in the bulletin include “Bowling, 
A Family Matter,” “Sleep — It’s 
Wonderful,” “The Great Land, 
Alaska,” and “The Petrified River— 
The Story of Uranium.” 


i 109 on the 
ice Card inside back cover 


For your copy circle No 
Readers’ Serv 


Guild Films Adds Seven 
To Available Films 


The availability of seven addi- 
tional film program series to its 
list of tv shows has been announced 
by Guild Films Co., New York. 

Acquired through recent pur- 
chases, the new additions include 
182 half-hour films, of which 26 are 
in color, and 78 quarter-hour films, 
of which 39 are in color. 

The programs in the seven series 
have a wide range of appeal to 
different age groups and are listed 
as follows: 


Sherlock Holmes 
Janet Dean 
Duffy’s Tavern 
Paris Precinct 
Flash Gordon 
Col. Tim McCoy 


Junior Science 


According to Guild Films, many 
of the films are “first-runs” in some 
of the markets. 44 


Survey Indicates 
Station Preferences 


In an effort to increase future 
utilization of films on _ television, 
Standard Oil Co. (Indiana), con- 
ducted a simple survey of the pref- 
erences of 125 commercial stations 
in the midwest. According to Ed- 
ward L. Gordy, of Standard’s Re- 
search Department, who conducted 
the survey, the results are suffi- 
ciently varied so that there still 
remain uncertainties on the effect 
of subject and length on utilization. 

When asked their general pref- 
erence in running time, 80% of 
the commercial stations voted for 
the quarter-hour film, while 65% 
checked the half-hour. Many, of 
course, checked both, indicating 
desire for both lengths. When 
pinned down to the specific length 
of film they preferred, the follow- 
ing results were found. 

Quarter-hour films 
©12% minutes 13% 
013% 22 
14 12 
014% 32 


Half-hour films 
©2742 minutes 
©28 
e296 


When it came to subject prefer- 
ence, travel films led with 81%, 
followed by 65% expressing a de- 
sire for science films, and 40% for 
films telling the story of industry. 
Again, some of the stations checked 
more than one category. 44 





“One more bellow and we fight!’’ 


@ High costs got you seeing red? If printing is an 
item, toss these facts around for a moment. Paper 
costs are over 25 per cent of the average printing 
job. And Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality! 
You save because a modern papermaking method 
pioneered by Consolidated eliminates several costly 
manufacturing steps while maintaining finest quality. 
MAKE YOUR OWN TEST RUN! Whether it’s a com- 
pany publication, brochures or any other quality 
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printed material, Consolidated Enamels can save you 
money, without sacrificing quality. And only your 
Consolidated Paper Merchant can offer these savings. 
Call him now for complete facts and free trial sheets 


to make your own test run, or w rite us direct. 


e 


ENAMEL PRINTING PAPERS 
production gloss ® modern gloss e fiash gloss 
productolith e consolith gloss e consolith opaque 


Consolidated Water Power & Paper Co. @ Sales Offices: 135 S. LaSalle Street © Chicago 3, Illinois 
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A Daring Experiment Dallas tv 
announcer George Milner, sits strapped 
to lie-detector as Andrew Smith pre- 
pares to test validity of Mr. Milner’s 


statements for Frigiking Corp. 


Sponsor Proves Claims 
By Daring Experiment 


Worried by a slight doubt that tv 
listeners might be a bit skeptical 
concerning its tv commercials, the 
Frigiking Corp., makers of an auto- 
mobile air conditioner, decided to 
try a forthright, if somewhat dan- 
gerous, experiment on its tv pro- 
gram to prove the validity of its ad 
messages. 

TV announcer, George Milner, 
for station WFAA-TV, Dallas, was 
called in to actually test the prod- 
uct before broadcasting and was 
then strapped to a_ lie-detector 
while giving the commercial. 

As Mr. Milner spoke, the tv cam- 
eras zoomed in on the polygraph’s 
needles giving an estimated 158,000 
viewers a perfect chance to see the 
lie-detector’s readings simultane- 
ously with Mr. Milner’s comments. 

Fortunately for practically every- 
one concerned, results of the un- 
orthodox tv test saved the mutual 
reputations of Frigiking Corp. and 
Mr. Milner by proving the latter’s 
statements were not only correct in 
text but that even his adjectives 
were truthful! 

For complete authenticity, the 
test was interpreted by Andrew 
Smith, chief of the lie-detector di- 
vision of the Smith Detective 
Agency of Dallas. 

Could this be a new trend in ad- 
vertising? Russ Jergens, vice- 
president of The McCarty Co.’s 
Dallas office which had handled the 
unique stunt and written the tv 
copy, feels that it could quite pos- 
sibly establish a new approach in 
tv commercial advertising. 

What Mr. Jergens didn’t mention 
was the effect on the nervous sys- 
tems of all concerned. 44 
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Syndicated Film Series 
Traces Missing Persons 


Using people who can’t be found 
as “stars,” and encouraging viewers 
to “get into the act,” a new syndi- 
cated tv film series available from 
M.P.A., New Orleans, offers spon- 
sors the chance to give their com- 
munity plenty of dramatic excite- 
ment while providing a_ public 
service as well. 

Called “The Tracer,” the 26- 
weekly half-hour tv films are based 
on the cases found in the files of 
the Tracers Company of America, 
an investigating company that has 
found more than 500,000 missing 
people in the last 33 years of serv- 
ice. 

The “star” of each week’s show 
may be a missing bride, an un- 
known, old (and rich) uncle, or 
even a wooden Indian. 

Audience participation is sought 
by featuring a flash announcement 
during the program of a still-miss- 
ing person sought in the specific 
local area seeing the show. 

The series is produced by Park- 
er-Rogers Productions of Holly- 
wood and is available for syndica- 
tion from M.P.A., 1032 Carondelet 
St., New Orleans. 44 


New Animation Technique 
paper sculpture figures which actually 
move, Trans-film Inc., New York, elimi- 
nates the need of costly stop-motion 
photography usually required for action 


Using 


shots of 
objects. 


inanimate, three-dimensional 


Guide Lists Suppliers 
On National Level 


A new buying guide that lists na- 
tional suppliers in over 100 classi- 
fications of advertising essentials 
and sales aids has been announced 
by the Advertising Trades Institute 
Inc., New York. 

Designed as an aid to advertis- 
ing directors, sales promotion man- 
agers, purchasing agents and other 
executive buyers who buy nation- 
ally, the ATI Buyers’ Guide in- 
cludes lithographers, premiums, 
displays, visual aids, mailing list 
firms, match box manufacturers, 


advertising specialties and art serv- 
ices in its listings. 

Additional information may be 
obtained from Thomas B. Noble, 
chairman of the Advertising Trades 
Institute, 135 East 39th St., New 
York. 44 


New Company Enters 
Film Spot Production 


With the formation of a new 
company, National Screen Service 
Corp., New York, and Lewis & 
Martin Films Inc., Chicago, have 
stepped into the field of syndicated 
tv film commercials. 

Jointly owned and operated by 
both companies, Commercial Syn- 
dicated Films Inc., Chicago, will 
produce and market full-animation 
commercials to local sponsors in 
both color and black-and-white. 

Headquarters for production and 
distribution will be at the studios 
at 1431 N. Wells, Chicago, while 
service and sales will be available 
at all 31 branch offices. 44 


‘Plain Jane’ Product 
Given Sales Glamor 


Lunch box vacuum bottles are 
getting “cafe-society” treatment on 
the Steve Allen NBC-tv “Tonight” 
show with famous foods and famous 
people joining together to sell the 
product. 

The effectiveness of the vacuum 
bottles, manufactured by Aladdin 
Industries Inc., Nashville, is vividly 
illustrated on the show when Steve 
Allen, or one of his well-known 
guests, is served food from the 
Stork Club and other famous res- 
taurants that has been kept in the 
wide-mouth containers for several 

44 


Glamor Selling Skitch Henderson 
stares into space as waiter serves him 
Stork Club food in Aladdin vacuum 
bottles. Glamor treatment for ‘‘plain- 
Jane’’ product is used by Steve Allen 
(left) on his NBC-tv show. 





Wherever sales count first in business, good impres- 
sions count first in making the sale. That’s why your 
best bet is to “run” with ATLANTIC BOND. 

ATLANTIC BOND is the genuinely water- 
marked, #1 Sulphite Bond, first in its field for sales 
because it’s first in performance. It’s a better-formed, 
better-looking paper — impressions “take” better... 
look sharper, clearer. 

ATLANTIC BOND is first in “runability,” too. 


Its “just-right” bulk and rigidity mean smoother 
running always. And ATLANTIC BOND is 
moisture-controlled for dimensional stability...assur- 
ing more accurate register on every run—no wasted 
time and effort on re-runs. 

Next time—and every time—you want the job 
done right, run it on ATLANTIC BOND. Your 
Eastern Corporation Merchant will gladly send you 
a free sample packet on request. 


wherever sales count 


first in business 


Atlantic is Ist in 
of all 


sales 


genuinely watermarked 
sulphite bonds 


EXCELLENCE IN 
FINE PAPERS 
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Atlantic Papers 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE - MANUFACTURERS OF QUALITY PAPER AND PULP - 
MILLS AT BANGOR AND LINCOLN, MAINE + SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO AND ATLANTA 
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“Installing the New Business Mac hine” / by « ritz Willis 


On the American Business scene 


AUTOMATION —once a byword only in production machines you will find the inherent qualities of 
is now equally important in the office. 

Electric typewriters, diazo copying machines, 
punch card systems, high speed mailing machines, 
accounting machines and many other automatic or 
semi-automatic office machines, are now common- research staff and our highly developed quality con- 
place. Frequently, however, these machines for their trol system make possible the “tailoring” of special 
own best performance place new emphasis upon the papers to meet special requirements. 
quality of the paper they process. Gilbert Quality Papers are available through 

For the great majority of these modern office printing suppliers and leading paper merchants. 


strength, permanence, uniformity and appearance 
in standard Gilbert new cotton fibre papers pro- 
vide superior performance. For unusual require- 
ments and where volume warrants it, our excellent 


GILBERT 
Gilbert Quality Papers PAPER COMPANY 


Bond + Onionskin - Ledger + Index Bristol - Manuseript Cover 


Safety «- Translucent « Banknote Papers 
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By Margaret Reynolds 
AR Associate Editor 


A printer in Milwaukee recently 
mailed his prospects an advertising 
blotter with this caution on the 
front: “You probably use a ball- 
point pen anyway, so we're sending 
out used blotters.” On the reverse 
was the teaser, “Had a look, didn’t 
you? Turn to us for your printing 
needs.” 

This left-handed tribute to the 
familiar printed blotter suggests it’s 
going to stay in the advertising pic- 
ture for some time to come. Ball- 
point pens and quick-drying inks 
have made its absorbent qualities 
far less important, but haven’t suc- 
ceeded in making the blotter obso- 
lete. Probably because no replace- 
ment can be found, this hard-work- 
ing, penny-wise printed piece 
continues to round out many ad- 
vertising programs. A single user, 
Morton Salt Co., Chicago, will dis- 
tribute about 400,000 blotters to 
salesmen and customers in 1956. 

Another 50,000 will be used this 
year by Felt and Tarrant Mfg. Co., 
Chicago, manufacturer of Comp- 
tometers and other office machines, 
to announce new models and serv- 
ices. Pharmaceutical houses such as 


| AM AN AMERICAN® 


A special report by AR on the lowly, but useful, blotter; 


how it is made, what kinds there are, and how it is 


being used successfully by local and national advertisers. 


Abbott Laboratories, Merck & Co., 
and Eli Lilly & Co. use blotters to 
remind physicians of new products, 
with their recommended dosages. 
Company moving notices have 
turned up on blotters, as have busi- 
ness cards, “invisible” sales mess- 
ages, calendars, baseball and foot- 
ball schedules and election year 
scoreboards. 


> Because blotters have been an ad- 
vertising staple for so long, many of 
us are apt to overlook their special 
features. Among their advantages: 


@ Blotters may cost as little as a 
fraction of a cent each to produce, 
are light enough to “travel free” 
with the average first-class mailing. 


e Their utility and sturdiness give 
them a longer selling life than many 
other print media. 


e They tie in effectively with out- 
door posters, signs and letterheads 
and reinforce logotype identifica- 
tion, 


e They can be die-cut, bound, 
printed by letterpress, offset and 
screen process; standard, fluorescent 
and metallic inks can all be 


e They can be easily personalized, 
thus insuring longer retention. 


used. 


e They lend themselves to novelty 
treatments—as with water-soluble 
inks—for attention-getting effects. 


© Blotters are lagniappe—free items 
that create good will when they’re 
added to a purchase or distributed 
in a sales promotion. 


>The most popular advertising blot- 
ters come in three sizes: No. 10 
3% x85~", for a No. 10 envelope; 
No. 6—3x6”, for a No. 6 envelope; 
and check size—2x6”. They are cut 
from standard 19x24” or 24x38” 
in weights from 60 to 140 
lbs. In some cases lighter or heavier 
weights are used. 

Blotting paper differs from other 
papers in that no sizing is used in 
its manufacture. Sizing is a resinous 
material usually mixed with pulp to 
retard the absorption of moisture. 
In blotting paper, however, absorb- 
ency is the main goal. Instead of a 
strong, closely knit sheet, the mill 
must produce a soft, porous, some- 
what bulky stock. 

Raw materials are cotton rags 
and wood pulp, which produce the 
fibers from which the paper is 
formed. Fine blotting papers have a 
high percentage of cotton rag stock, 
since this has the greatest absorb- 
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FOX RIVER BOND 

FOX RIVER OPAQUE 

ENGLISH BOND 

NATIONAL BANK BOND 
ANNIVERSARY BOND 

FOX RIVER ONION SKIN 

FOX RIVER OPAQUE ONION SKIN 
ANNIVERSARY ONION SKIN 
ANNIVERSARY VELLUM 


ANNIVERSARY BRISTOL 
ANNIVERSARY THIN CARD 


your new jobs expect it... 


your re-runs deserve it. 


eo oh es. ee ee ae 


Arctic White . . . the whitest, brightest cot- 

2 ton paper ever! Get this FREE kit that contains 

printed samples of the various grades. 

Actually see how Fox River Arctic White will 

ro i rove the appearance of letterheads, direct 

i . ail, catalogs and other advertisin ieces. 
* s our printer, or write us, 

FOX RIVER PAPER CORPORATION 

APPLETON, WISCONSIN 
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ency. Medium grades have a large 
amount of soft soda pulp, mixed 
with the cotton fibers. The cheapest 
grades are made almost entirely of 
wood pulp. 


>First step in the production of 
blotting is mixing of wood pulp and 
cotton linters in a large oval tub 
known as a beater. Here they are 
softened with water and agitated a- 
round the tub by a beater roll, or 
large cylinder. Knife blades cut the 
fibers to the proper length. A small 
amount of clay, which serves as a 
filler, is added with the dye. 

In the beater the fibers become 
hydrated and roughened so _ they 
will join properly. They are then 
ready for the Fourdrinier machine, 
where the paper is actually formed. 
As in conventional paper-making, 
the stock flows onto a vibrating wire 
screen, which drains out excess 
water and causes the fibers to mesh 
together. Remaining moisture is 
gradually removed by a series of 
steam-heated rolls. The paper final- 
ly passes under calendar 
which supply a low finish. 


rolls, 


>This is the basic method of manu- 
facture. Additional steps in process- 
ing account for what differences 
there are in blotters. There are four 
main types of interest to admen: 


1. Plain or uncoated. . . This is the 
paper as it leaves the Fourdrinier 
machine, without any further treat- 
ing or processing. Both sides are 
equally absorbent. It’s exceptionally 
strong, and suitable for printing and 
line engravings. There are several 
grades of plain blotting, depending 
on the stock, or “furnish,” used to 
make it. It comes in a wide range of 
colors in basis weights of 60, 80, 100, 
120 and 140 lbs. 


2. Halftone. .. This is similar to 
plain blotting, except that it is 
platefinished and therefore smooth- 
er. The purpose of the finish is to 
permit halftone engravings. These 
should be not finer than 100-line 
screen and be deep-etched for best 
results. The printing side is almost 
as good for blotting as the reverse. 
It comes in basis weights of 100, 120 
and 140 lbs., in many colors. 
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3. Embossed. .. Like watermark- 
ing in translucent papers, emboss- 
ing adds a note of prestige to blot- 
ting paper. As the sheet passes 
through the embossing machine, 
rolls etched with a design impart 
their pattern to one or both sur- 
faces. Designs are registered by the 
manufacturer, may resemble a bas- 
ketweave, a mosaic or other intri- 
cate pattern. Embossed blotting will 
not fuzz or rub off as easily as plain 
blotting will. It is widely used in 
desk blotters. Embossed blotting is 
made in 100 and 120 lb. weights and 
a variety of colors. 


4. Coated or enameled. . . Acoated 
book or offset paper is laminated to 
the blotting paper to produce a fine 
reproductive surface on one side. 
Both are fed into a combining ma- 
chine, where they are securely and 
permanently united and leave the 
machine in a single web. There are 
practically no pressroom limitations 
to coated blotting; it’s suitable for 
either letterpress or offset, can 
handle duotones or four-color proc- 
ess engravings in screens up to 150 
if the appropriate enameled stock is 


Syndicated. . . 


used. Superb effects are achieved 
with such _ castcoated stock as 
Kromekote. Coated blotting, in a 
variety of finished and colors, 
comes in 100, 120 and 140 Ib. 
weights. 


>A new entrant on the scene is 
novelty blotting paper, made of un- 
coated blotting, with one part of its 
surface printed in a water-soluble 
ink, the other in a grease-base ink. 
Secret messages, printed in the 
water-soluble ink, emerge as soon 
as the reader dips the blotter in 
water. Such novelty blotters can be 
used over and over again. 
CBS-Columbia mailed kits of 
“Wet-Me” blotters to distributors 
last winter to help them arouse 
dealers’ interest in new television 
and radio models. Six mailing cards 
carried short come-ons calling at- 
tention to the concealed sales mes- 
sage. All the distributor had to do 
was have the cards imprinted locally 
with his name and details of the 
1956 showing. Among the leading 
makers of such specialty blotting 
are Weck Process Co., Sande Rocke 


and Co., both of New York, and M. 
E. Moss, Hartford, Conn. 

Brewers and distillers have long 
used blotting paper for their adver- 
tising coasters. Not to be outdone, 
groups like the YMCA are using a 
saucer coaster—a small circular 
blotter that sops up excess coffee as 
it spills over the cup, and inciden- 
tally exposes a sales message. This 
may start a new trend in advertis- 
ing at the coffee break. 


> What makes for a good blotter de- 
sign? Joseph Daly, in charge of sales 
promotion for Sorg blotting papers, 
thinks the less copy the better. “If 
you can keep your message down to 
25 or 30 words, you stand a much 
better chance of reaching your 
reader. Outdoor poster illustrations 
make terrific blotters.” 

The experience of Morton Salt 
Co. bears him out. For more than 
35 years the company has been us- 
ing sales blotters and finds them 
extremely effective when tied in 
with outdoor advertising. Its 24- 
sheet posters are run quarterly, and 
blotter versions of these are timed 
for distribution to salemen at the 
same intervals. 

Letterheads, says Mr. Daly, can 
and should be adapted to blotters. 
“Since the blotter stays on the desk, 
it's an excellent reminder of the 
sender’s goods and services. The 
letterhead itself gets filed away.” 

Keep it brief and uncluttered 
seems the only guide all blotter ex- 
ponents would agree on. With the 
advent of the ballpoint pen, the em- 
phasis in blotters has shifted from 
the largely functional to a hard-hit- 
ting visual appeal. Many companies 
are making use of die-cutting and 
new fluorescent and metallic inks to 
create fresh interest. 


Diecut. . . 
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Proximity to major markets, rich 
coal fields, pure water, and fast 
growing hardwood stands provide 
ideql locations for New York and 
Penn’s mills. But people are its 
major resource. 


WHAT MAKES A PAPER MILL GREAT? 


Many things . . . Natural resources for one: experience. A management team that studies 
timber, coal, and water. printing as an integral part of its job so 
Research, for another. A recognition that it may keep up with printing’s advancements 
research is a basic tool in paper making... and thus make better papers for you. 
needed to maintain uniformity from day to New York and Penn has all these indis- 
day ...indispensable in pushing quality up _ pensable resources . . . in abundance. 
and costs down. For the full story of its people and papers, 
Restlessness. A mood of experimentation. write for your copy of “The Papermakers,” 
A desire to make things better. A dissatisfac- if you haven't already seen it. Ask, too, for 
tion with standing still. samples and the name of our nearest dis- 
And people. A working force with the skill tributor. New York & Pennsylvania Co., 230 
that comes from generations of papermaking Park Avenue, New York 17, New York. 


New York and Penn 
Yije CAL Feet Wlanufacturers 


Super °* English Finish * Eggshell * English Finish Litho * Offset * Music * Bond * Tablet * Duplicator * Mimeograph * Drawing 
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COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 


COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 


ELVA-GLO*® 


Fluorescent Papers + Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 11 


Manufacturers of 
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107° SEAMLESS 


BACKGROUND PAPER 
Your choice of 


y Meets 
COLORS 
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... for endless uses for location 
and in-plant black and white and 
color photography! FREE 


SWATCHES! 


112 years of 
paper research 
and merchandising 


BUTLER PAPER NEW YORK CORP. 
655 Madison Ave., New York 21,N.Y. 


Please rush me my FREE Swatches 
of Butler’s Color Co-ordinated Sunfast 
Seamless, and the name of my nearest 
authorized distributor. AR 116 
NAME " 
FIRM NAME 


ADDRESS 


aw ee ew ewe ee 


ZONE ___ STATE 
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>Although the “custom” blotter— 
one designed specifically for the ad- 
vertiser—has certain clear-cut ad- 
vantages, there is an excellent se- 
lection of syndicated blotter services 
available. These will supply a 
“package” service if desired—in- 
cluding copy, artwork, printing and 
mailing, on a onetime basis or at 
stated intervals. The advertiser can 
merely furnish a list of the people 
he wants to reach and background 
information for the blotter message. 

The Folks on Gospel Hill, sales 
promotion specialists in Marion, 
Ohio, have created a “blotter-of-the 
month” program. Their 1956 series 
features distinctive sketches of A- 
merican scenes, rendered in three 
colors. The quality of the artwork 
places these blotters in the keep- 
sake class, assuring longer than av- 
erage retention by the recipient. 
They can be imprinted with his 
name as well as that of the adver- 
tiser, addressed and mailed at a rate 
of $1.20 a year per person, or ten 
cents a month. 

Because of the blotter’s value as 
a reminder, calendars have long 
been standard illustrations. But 
charts of various kinds make excel- 
lent artwork. An auto license plate 
blotter, with room for imprinting, 
has been developed by Goes Litho- 
graphing Co., Chicago. It illustrates 
licenses and gives speed limits and 
driving information for every state. 

Humorous blotters usually fare 
extremely well. Jimmy Hatlo car- 
toon blotters are available from 
Louis F. Dow Co., St. Paul. These 
are only a few of the syndicated de- 


Designs Type Booklet 
For Envelope Users 


A unique type-specimen book for 
envelope users has been prepared by 
the Columbia Envelope Co., Melrose 
Park, Ill. Containing almost 100 
pages, it is organized into three sec- 
tions. The first features a selection of 
Ludlow type faces such as Karnak, 
Tempo, Commerce Gothic and Coro- 
net. The second illustrates a wide 
range of cold types for photo-com- 
position. Selected because they lend 
themselves to envelope imprinting, 
the type specimens are shown in typi- 
cal uses on envelopes from 312x4” to 
9x12”. 

Interesting art and typographic 
treatments point up direct mail pro- 
motion possibilities. In many illustra- 
tions a second or third color is used. 

The third section contains paper 
samples for envelope use, ranging in 
weight from 20 lb. to 40 lb. Impulse 
Bonds are included, as well as stand- 
ard envelope stocks. 


Blotter within a Blotter 


signs available. Such a well-known 
specialist as Brown & Bigelow, St. 
Paul, produces blotters for every 
taste. Subject matter ranges from 
pretty girls to outdoor sports. An- 
other, the Deskfinder Co., Costa 
Mesa, Cal. turns out new blotter 
designs each month; customers may 
add or delete names from their 
mailing list whenever convenient. 


>For those who prefer to integrate 
blotters into their over-all advertis- 
ing program, paper merchants carry 
a broad selection of papers from 
long-established producers of blot- 
ting. Though some producers have 
converted to commerical blotting, 
such as filter papers, the customer 
today has no practical limitation of 
choice or quality. 

To sum up, a good sales blotter 
can lead a varied existence as 
® Direct mail piece 
@ Package insert 
© Counter pickup 
@ Sales announcement 
e Business card. 

Not a soloist in any advertising 
program, the blotter is at its best 
backing up the other media. It can 
lend valuable support if used with 
imagination and skill. 44 


The entire book was printed offset 
on Strathmore papers. Cover stock is 
Beau Brilliant Palm Beach White, 
basis 130 Ib., printed in five colors and 
blind embossed. Body stock is 70-Ib. 
Pastelle, antique finish. 

The book is available from Colum- 
bia Envelope Co., 2015 N. Hawthorne 
Ave., Melrose Park, III. 44 


Improved English Finish 
Shown in Mead Folder 


Illustrations of the new bright- 
white color and improved qualities 
of Flat White English Finish paper 
are available in a folder being dis- 
tributed by Mead Corp., Dayton, O. 

Printed in two colors by letter- 
press, the folder uses an identical 
halftone illustration printed on wire 
and felt side with a fold that enables 
side-by-side comparison of the two 
reproductions. A table showing stock 
sizes and weights available in the 
paper is also included. 


aT oC 


For your copy circle No. 126 on the 


Readers’ Service Card inside back cover 
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THE PRINTED WORD 
LIGHTS THE WAY 


From men’s deeds emerge 


the printed words that keep the free world free. 


DRAFTING DECLARATION UNITED NATIONS 
MAGNA CARTA OF CONSTITUTION OF INDEPENDENCE CHARTER 


INTERNATIONAL PAPER 





HUDSON GLOSS 


NOW BETTER THAN EVER IN 
QUALITY AND PERFORMANCE 


THE PRINTED wWoun 
Liam THR WAY 


Brighter, higher gloss. Low cost, process coated paper for 


color work in catalogs, cook books, house organs, timetables, 
folders, booklets, broadsides. Excellent results on flat bed and 
rotary letterpress using 110-120 line screen halftones. 


50, 60, 70 Ib. Available through leading paper merchants. 


ADIRONDACK BOND 

ADIRONDACK LEDGER 

BEESWING MANIFOLD 
INTERNATIONAL DUPLICATOR PAPER 
INTERNATIONAL MIMEO SCRIPT 
INTERNATIONAL TI-OPAKE 
INTERNATIONAL OFFSET 
SPRINGHILL INDEX 

SPRINGHILL COLOR INDEX 
SPRINGHILL POST CARD 
SPRINGHILL WHITE and MANILA TAG 
SPRINGHILL VELLUM-BRISTOL 
TICONDEROGA OFFSET 
TICONDEROGA BOOK 
TICONDEROGA TEXT 

TICONDEROGA TEXT, Coverweight 
LOUISIANA COLORED TAG 

OTIS BRISTOL 

HUDSON BOOK 

HUDSON COVER, CIS 

HUDSON LABEL, C1S 

HUDSON LITHO, CIS 

CHAMPLAIN COVER, CIS 
CHAMPLAIN LABEL, CIS 
CHAMPLAIN LITHO, C1S 

EMPIRE BOOK 

WINN BOOK also CONVERTING PAPERS 





Printed by letterpress on r2) 
Hudson Gloss, Basis 70. gz 


Enternational BD per....... 


FINE PAPER AND BLEACHED BOARD DIVISION 


220 East 42nd Street, New York 17, N. Y. 





Kit Contrasts Papers 
For Letterpress, Offset 


A new “ComparaKit” produced by 
Champion-International Co., Law- 
rence, Mass., contains nine identical ’ 
four-page folders, each printed on a , THE WAY MARVELLUM BEATS ME 
different grade of coated paper made ON CUSTOM ORDERS ! 
by the mill. By placing these samples 
side by side, a viewer can see the dif- 
ference between the top grades and 
the economy grades, in both letter- 
press and offset coated papers. 

“All printing was done under aver- 
age commercial conditions,” the com- 
pany points out. “We shipped a com- 
mercial printer a mill-run lot of each 
grade of paper. Each lot was printed 
on standard, commercial presses as a 
routine job. As every expert on print- 
ing knows, there is a lot of difference 
between selected samples and a com- 
mercial printing job.” 

Both black-and-white and four- 
color process illustrations were used 
in each folder. The back cover of each 
explains the special features of the 
paper used. Varieties of Cico coated 
papers shown are Graph, Flex, Fold, 

Duoset, Gloss, Press, Offset, Brite 
and Print. 

Copies may be obtained from 
Champion-International paper mer- 
chants or irom the company in Law WARVELLUM COVERS — MADE TO YOUR SPECIFICATIONS 

Custom orders delivered “‘live’’ are out of our line, but when it 
comes to fast delivery on custom ccver papers — that’s our 
business. We’re a specialty mill equipped to produce custom 
cover papers quickly . . . and in minimum quantities. We have 
the know-how and the facilities to make unusual laminations, 
vinyl coatings, special grain embossings . . . and. we can match 
a color to your exact specifications. Next time you need a 
tailor-made cover — in a hurry —try Marvellum. Write today 
—or see your jobber for free samples and test-run sheets. 


Purse-size Packet Kleenex tissues \ e\\\\ 
in a Pocket Pack were tipped on to the THE MARVELLUM COMPANY HOLYOKE, MASS, 


cover of Kimberly-Clark Corp. booklet 
highlighting company’s varied products 


~ 
~ 
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Kleenex Pack Pops Out 
Of Stockholder Review 


The Only Publication REGULARLY COVERING 13 


 aane SECTIONS OF ADVERTISING'S $3 BILLION MARKET 
on to the front cover of Kimberly- 
Clark Corp.’snew booklet, 
“Junior Gets Around,” strikes the Materials 
keynote for an illustrated roundup © Photoengraving and 


A Kleenex Pocket Pack, tipped 


® Signs and Identification © Radio and TV 
Production 

. @ Printing and Binding 

, ; ; Platemakin 

of the company’s varied paper prod- © Window i @ Art and Photography 

ucts. “Junior” is the company’s Displays ® Shows and Exhibits 

name for the smallest member of ®@ Typography and 

its industrial family. The packet, Layout 

catia time ; a : , P ® Audio and Visual Aids © Paper 

ready for use, is fitted into a cut- © Labeling and © Sremdeme, Oriucs ond 

out of a woman’s purse, which is 


Packaging Specialties 
printed in brown on white. Cover vee 
stock is 80 Ib. Prentice Offset Advertising Requirements 


Enamel. 200 E. Illinois St., Chicago 
The 16-page booklet, directed at 


® Direct Advertising 


November 1956 + 





stockholders, reviews company 
products made for the home, such as 
facial paper napkins and 
plastic shelving; then highlights in 
turn its printing and business pa- 
pers, packaging, industrial, medical 
and beauty products. Line draw- 
ings and duotones are used through- 
out. A concluding section points to 
paper 


tissues, 


“products of tomorrow” 
clothing and 


synthetic fiber paper. 44 


such as_ disposable 


Booklet Aims to Raise 
Waste Paper Quality 


A factual report on materials 
that cause trouble in paper and 
paperboard mills when included in 
waste paper stocks has appeared 
in a revised, up-to-date version. 
Published by the Waste Paper Uti- 
lization Council, the bulletin is 
called “Prohibited Materials and 
Outthrows in Paper Stock.” 

Outthrows are defined as “all 
papers that are so manufactured or 
treated or are in such form as to 
be unsuitable for consumption as 
the grade specified.” Considerable 
information is given about the na- 
ture of these and prohibited ma- 
terials and ways of _ identifying 
them. Aim of the bulletin is to help 
in the conservation and proper re- 
use of paper stock as a source of 


papermaking fiber. 

Paper stock dealers, generators 
of waste paper and consumers are 
the primary audience the Council 
wishes to reach. Copies are avail- 
able from the Council at 122 E. 42d 
St., New York. 44 


Letters Tempt Salesmen 
With Taste for Money 


Chevrolet salesmen in the East- 
ern states got something to bite on 
when they opened their mail this 
spring. In a unique sales-stimula- 
tion campaign throughout the At- 
lantic Coast region, chocolate dol- 
lars wrapped in foil were used to 
announce a “silver dollar derby.” 
They were a foretaste of real silver 
dollar prizes to be awarded for 
outstanding sales of Chevrolet pas- 
senger cars and trucks. 

The coins were manufactured by 
Barton’s Bonbonierre, Brooklyn, 
N.Y., from dies fabricated in Switz- 
erland. Five mailing pieces, each 
built around the silver dollar 
theme, were designed by Lampert 
Agency, New York. Executed in a 
light cartoon style with copy catch- 
lining the theme, they were sent to 
salesmen’s homes over a six-week 
period that coincided with spring 
activity in the automobile market. 

First “taste” of the prizes await- 


To Solve Display Problems 
You Need More Than Just “Contact!” 


All these doors are open to you... 
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CLIENT COUNSEL .- 


ing salesmen came in the form of 
an oversize postcard, carrying a 
cartoon message. A _ miniature 
moneybag with several chocolate 
coins was tied into a brass eyelet 
in the card. Three cartoon cards 
with die cuts for additional coins 
followed quickly. The campaign 
wound up with an 11x17” pattern 
of an armored car labeled the “Sil- 
ver Dollar Express,” ready to be 
cut out and assembled. a4 


Phone Speaker Amplifies 
Messages Both Ways 


Details on a_ telephone loud- 
speaker that frees both hands are 
offered by Pearce Parkhurst Enter- 
prises, Lansing, Mich. The Tel-O- 
Master, measuring 312x3'2x10'” 
and weighing 2 lbs., fits on a desk 
beside the phone. When the receiver 
is placed on it, the device picks up 
the voice and amplifies it to a nor- 
mal speaking tone. Conversation in 
turn is directed into the phone by 
the Tel-O-Master. 

No connections to the telephone 
or electric circuit are required. The 
speaker operates on miniature mer- 
cury cell batteries with a battery 
life of approximately six months. 
Replacement batteries are easily in- 
stalled, the company states. 

The Tel-O-Master makes it possi- 


STORAGE + 


PLANS & SCHEDULES - DESIGN - 


PRODUCTION - 


MAINTENANCE 


COMPLETE FIELD SERVICE, 


when you call in THE DISPLAYERS, INC. & ROBERT 
KAYTON ASSOCIATES, INC. to tell your story 

DRAMATICALLY — FORCEFULLY — EFFECTIVELY! 
Your product, your service, your company, your- 
self—everything that goes into making your firm 
dramatically different —is blended together to 
translate your story into exhibits and P.0.P. dis- 
plays that will affect the people you want most to 
sell... produce the results you want most to gain! 


Bem) THE DISPLAYERS, INC. * amiicte: ROBERT KAYTON ASSOC., INC. 
%, 635 West 54th Street, New York 19, N.Y. - JUdson 6-8800 
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ble for several persons to participate Se 
in phone conversations. It is porta- 1 ) 

ble, with a volume control to meet i 
individual requirements. No warm- | 
up time is said to be needed; the I instruction Merchandising 


Labels Labels 
speaker turns on as soon as the re- ee ee 


ceiver is placed on its surface. ; rf EVD i } : e \ 

The device is of particular as- ES fea Ll) a J 
foe ; ie 5 : é 7 a \—.0.¥ x ae : 
sistance on long distance calls, fo1 


it amplifies weak signals, saving 


PRESSURE-SENSITIVE 
time through eliminating repeating. 


Strathmore Handbook 
Shows 1957 Paper Line 


l 
ile : | 
The 1956-57 handbook from | =o) | | 
Strathmore Paper Co., West Spring- > | | i) - x | 
field, Mass., offers a compact but : | 
complete review of the company’s 
papers for letterheads, forms and w : ccteeens : 
printed pieces. Shown are vellums herever there’s a nee to ic entify, instruct, caution, code, 
es inspect, price or to promote “buy” features...Avery pres- 
and bristols, texts and covers, bond Saline Vataatin welll die, te ton aie ae 
meh welled wie Velie tees sure-sensitive abels will do it better, faster, More econom- 
— ae ea ee, ee ically— without moistening! You can use Avery Labels 
and thin papers. Full line data on profitably in your business! 
these as well as envelopes are pro- 
vided. A color selector illustrates 
the spectrum of colors available in 
each paper. niin cite § 
Weights, sizes, grain direction and art ie cee | on 
a . a sae — go 5 ¢ 1616 S. California Ave., 
rag content where applicable are Hansovie, Eni. © tn Conade, soeeest 
given for each grade. The booklet 207 Queen’s Quay West, CITY ZONE__STATE 
i hi. os ; ; sila Toronto 1, Ontario « Offices | pcre cans 
IS avaliaDle trom paper merchants in Other Principal Cities i og | 
who distribute Strathmore papers. 


44 


AVERY ADHESIVE LABEL CORP., 
() Please send further information on Avery Labeling. 
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Bristols Spark Sales, 
Linton Kit Points Out 


A new kit of printed “Sales 


Building Ideas” is being distributed 
by Linton Bros. & Co., Fitchburg, 
Mass., manufacturers of printing 


and index bristols. The folder, 

printed in autumn colors, contains IN AN OPAQUE PAPER 
new specimens commercially pro- : : . 
duced by letterpress and offset— oa for oe i ee 95 1 —_ 
die cuts, business reply cards, tent - = ™ ame — oo © T ren « 

cards, point-of-purchase display . cotton content opaque a 
ate ' al sattesliniten ever growing demand we have added the bright, useful, 
pleces, etc. Information on weights, “ 

finishes and printing processes used colorful colors . . . Buff, Blue and Green in both Cockle and 
is provided. The kit suggests many Smooth Finish to our nationally popular line of 

novel and usable paper treatments 


a 
for increasing sales. Willers Falla OPAQUE 


These colors now offer the opportunity for 
sectional color identification in rate books, 
price lists, parts books, catalogs, etc. Ad- 
vertising pieces such as envelope en- 
closures, broadsides, bulletins, sales let- 
ters, booklets and announcements can 
now take on additional attractiveness 
and eye appeal with only a single color 
printing either letterpress or offset. 


Write to-day for this Sample Portfolio. 
It gives complete information on sizes, 


A Half-Dozen Doves .. . Striped set-up weights and finishes available. 


box is being used by Lever Bros. for its 


complimentary mailings of six bars of WHA Ast FALLS 223 COMPANY 
new Dove soap. Light blue and white are MILLERS FALLS. MASSACHUSETTS 


silk-screened on a gold foil lid wrap . .. for more details circle 218, page 112 
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At Christmas — 
It’s good business to give the finest 


Seagram’s 7 Crown in its new Cen- New Idea For Gift Giving — You can 
tennial Decanter and Seagram’s V. O. send Seagram’s 7 Crown and Seagram’s 
are available at your liquor dealer’s in V.O. to friends and business associates 
handsome holiday gift cartons. Each isin 30 states. For information, contact: 
a superb business gift, for each is the Beverage Gift Service, Dept. S-2, City 
finest and most popular whiskey of National Bank Bldg., Beverly Hills, Cali- 
its kind. fornia. CRestview 1-6286. 


Give Seagram's and be Sure 


SEAGRAM’S V.0. CANADIAN WHISKY—A BLEND OF RARE SELECTED WHISKIES. SIX YEARS OLD. 86.8 PROOF 


SEAGRAM'S 7 CROWN— BLENDED WHISKEY. 86.8 PROOF. 65% GRAIN NEUTRAL SPIRITS. SEAGRAM-DISTILLERS COMPANY, CHRYSLER BUILDING, NEW YORK,NY, 


84 + ar + November 1956 





Englander’s 
$100,000 Treasure 
Hun f 


WHet Englander Mattress Co. hid a draft for $100,000 


somewhere in. New York City, eager treasure hunters streamed 


into Englander dealers to pick up their clues and, not so 


incidentally, handle Englander mattresses. Here’s the 


story of how this promotion was carried through. 


D-LINE WIRE 


SOMEWHERE IN THE HOURS BEFORE DAWN ON SEPTEMBER 


BE HIDDEN IN GREATER NEW YORK ... 


WILL BEGIN! THE ENGLANDER COMPANY, INC. HAS DESIGNED THIS FABULOUS TREASURE HUNT TO 


RIGHT IN YOUR STORE HOW? 


ONE-SEVENTY MATTRESS IN YOUR BEDDING DEPARTMENT 


MORE THAN 100 TIMES A WEEK, VIA RADIO, TO "FOLLOW THE ENGLANDER RED-LINWE 


$100,000.00!" IT'S T-N-T FOR WYC: ... 


GREATER NEW YORK PERMANENTLY ENGLANDER-CONSCIOUS! 


AND THE GREATEST BEDDING PROMOTION THE 


TRAFFIC ... 


AUGUST 16, 1956 


6, 1956, A GENUINE DRAFT FOR $100,000.00 WILL 


COUNTRY HAS EVER SEEN 
BEGIN 

BE FOUND UNDER THE ENGLANDER 
JERRY COLONWA WILL TELL ALL GREATER NEW YORK 
TO THE HIDDEN 
WEWS ... TREASURE ... ALL GEARED TO MAKE 


. YOUR ENGLANDER SALESMAN 1S COMING YOUR 


WAY ... WITH THE GREATEST BEDDING NEWS IN THE U.S.A.! STAND BY! 


By Robert B. Konikow 
AR Managing Editor 


Thanks to the Englander Co., 
Chicago mattress manufacturer, 
New York City has been more 
thoroughly explored in the past six 
weeks than perhaps ever before in 
its history. All of this was to find a 
check for $100,000, hidden some- 
where in the teeming metropolis. 

Englander, of course, didn’t give 
away money for nothing. The com- 
pany conceived of this program as a 
way of building traffic to its metro- 
politan dealers, and of putting the 
phrase “Englander Red Line” in 
wide circulation. And it succeeded 
on both counts. 


THE ENGLANDER COMPANY, INC., SPACE 609 


206 LEXINGTON AVENUE, NEW YORK 16, WEW YORK 


In essence the plan is very sim- 
ple. A draft for $100,000 was hidden 
by an official retained by North Ad- 
vertising Inc., Englander’s agency. 
For the sake of security, nobody at 
Englander nor at North knew where 
the check was located nor even the 
name of the official who had hidden 
it. 

A clue to the hiding place was 
available at Englander dealers. The 
single clue was printed on a slip of 
paper which also contained the rules 
for the contest. These slips were 
tucked under Englander’s “One- 
Seventy” mattress, the focal point 
of the promotion. 

So all a New Yorker had to do to 
get the $100,000 was to visit a dealer, 


follow a red line to the mattress, lift 
it up and remove a clue, figure out 
the exact place the clue described, 
go to that place before anybody else, 
pick up the draft, and take it to the 
official judge, whose name and ad- 
dress appeared only on the back of 
the draft. 


> Englander’s “One-Seventy” mat- 
tress is accompanied by its patented 
spring, whose most prominent fea- 
ture is a band of steel painted red, 
which gives it the trade name “Red 
Line.” Contest promotion used this 
to the hilt. For example, the first 
notice to dealers in the New York 
area was contained in an oversize 
telegram-like message, printed in 
red on a yellow blank, and given 
the heading “Red-Line Wire.” 

This went out August 16, while 
Englander sales representatives 
were given a full explanation of the 
program at a company sales meet- 
ing on August 18. At this meeting, 
the promotional calendar was out- 
lined and display materials were 
exhibited. It was immediately avail- 
able to dealers through their sales- 
men. After this date, the calendar 
went as follows: 


@e August 18 on: Englander sales- 
men explained plan to their ac- 
counts, signing them up for partic- 
ipation, delivering display materials. 


® September 10: Second Red-Line 
wire went out to dealers, reminding 
them of start of contest. 


@ September 11-16:Radio teaser 
spot announcements, plugging the 
contest and the Red Line. 


@ September 12: Supplies of the 
first clue sheet in quantity went out 


to dealers. 


@ September 15: Deadline for deal- 
er installation of display materials 


@ September 16: 
ad in Daily News. 


Two page kickoff 


@ September 16-October 8: Radio 
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cove ATOMIC 


EMERGENCY KIT 


Yq Actual size 


A new high-quality, practical gift and 

premium item for home, auto, picnics, 

camping, hunting and fishing. Folded, 

the lightweight, compact, 21," by 31/2” 

kit fits any shirt pocket or purse. 
STAINLESS STEEL THROUGHOUT 
SHUR-GRIP ‘“TENITE’’ HANDLES 

Attractive Blue Vinyl! Case. 


$2.45 each 
$2.50 each 


Price includes individual gift box 


100 up 


Imprinted 
25 to 100 


No imprint 


ORDER DIRECT FROM: 


KING TUT SPECIALTIES 
6329 West Greenfield Avenue 
Milwaukee 14, Wisconsin 


Sample prepaid, $3.50, cash only 
Check enclosed ] Bill us 


ATOMIC EMERGENCY KITS 
(Quantity) 


lo reach... 


Buyers who read 
and 
Readers who buy 


in advertising’s 

$3 Billion Production- 
Promotion-Merchandis- 
ing market... try 
Advertising 
Requirements. 

It pays. 
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PAYABLE THROUGH 
THE FIRST NATIONAL BANK 
OF CHICAGO 


NON NEGOT 


See 


Brereseresese see see SEMEN IEN SCIEN SENN MME HEHE HII HEHE HHH RHA AHA NAIA NHK HH IH 


Draft Replica . . 
“No Cash Value,” 


spot announcements, 
per week. 


at rate of 287 


@ September 17: First clue 
available to public at dealers. 


17-30: 


sheet 


© September 
Daily News. 


30 line ads in 


@ September 20: 
mailed to dealers. 


Second _ clues 


@ September 24: 
leased to public. 


Second clue re- 


@ September 29: 
dropped to $25,000. 


© October 1: Additional hints, more 
specific, broadcast on special radio 
spots; value dropped daily accord- 
ing to an advance schedule until it 
reached $1,000 after October 5. 


Value of draft 


> A wide variety of materials was 
made available to Englander dealers 
in a special promotional kit. Each 
kit contained a set of four display 
cards. Of varying sizes, they were 
printed in bright red and black on 
a yellow stock. Also useful for dis- 
play was a roll of bright red Perma- 
cel tape. Imprinted at intervals with 
a contest slogan, this 34” tape could 
be used by the Ree in many 
ways, all of them tying the signs in- 
to the contest. 

Some dealers ran the tape along 
the sidewalk outside their store, in 
the door, and up to the Englander 
mattress under which were placed 
the clues. The signs were posted at 
intervals along the pathway from 
door to mattress. Other ways of us- 
ing the signs and the tape were in 
window displays or floor displays. 

The kit also included advance 
copies of the clue sheets, but for 
obvious security reasons, the clue 
itself was omitted. Specimen drafts 
were also sent out to the dealers for 
their own promotional material. In 
order to avoid wastage, specimens 
only were sent out, but dealers 
could get as many additional sets as 
they would like from their Eng- 
lander salesman. 


if qualified according to rules 


Guar tentials eltiainid dit ioe 


Or port thereo! if acento’ according to rules 


HX XAKAKAKKAKAKAAAKKAK AKA KAKA AAA KKK AKA A AKA MAHA MAH KH HH HHH HHH HHH HAHA AAAI HK HK HHH HK HHH HH KAA KKM HKD 


NEW vorx IGA: 1b, 1356 


_ 1/00 000. (CLOm 


KKK MMI MM IOI HE HEE SE 


DOLLARS 


THE ENGLANDER COMPANY 


Sidney 6. Lattbem. 


TREASUSER 


XXXXXXKXXKRRKKKRKKAHH 


. As a teaser, dealers were given these replicas, prominently marked 
for distribution among visitors to their stores before the hunt. 


> Englander itself ran one large 
newspaper ad in the campaign, the 
double spread that announced the 
treasure hunt to the general public. 
This listed along its right edge the 
names of dealers who had agreed to 
cooperate. However, mats of seven 
smaller ads had been prepared, 
ranging from a small 36 line by one 
column ad to a large 57 line on 
three columns. These were built 
around the winding Red-Line, and 
incorporated the dealer’s name. An 
unprecedented amount of advertis- 
ing linage in New York papers has 
been taken by dealers hoping to en- 
tice clue seekers into their stores. 

For the first 15 days of the con- 
test, there were awarded additional 
prizes, of one mattress and founda- 
tion a day, with a retail value of 
$160. These gift certificates were 
hidden in what Englander consid- 
ered easy-to-find locations, with 
the clues being given daily on the 
radio announcements, and in _ its 
small newspaper ads. 

Ira M. Pink, Englander president 
described the promotion to the 
dealers as “a streamlined business 


have you followed 


the Englander 
Red-Line to the 
hidden 


$100,000.00 ? 


All the clues you need to 
win are under the Eng- 
lander ‘One- Seventy’ 
Mattress in our store. 
Hurry in today' 


NAME STORE 


Typical Mat. . . One of a series of mats 
offered to dealers who wished to tie in 
with the contest. 





Gift birds can be either fresh or fresh-frozen 
without affecting quality. Frozen birds 


Christmas... any giftworthy OCCASION. J tess cucay without toss of quality. 


Compare the gift-impact of a turkey on the recipient with any other 
gift of similar cost. A turkey, we believe, will outrate them all. 


* A turkey is both a personal gift and a family gift. | _- 


* It's both practical and glamorous. 


* If it's a turkey you give, there's no risk of 
offending the most sensitive patron. ie 
A turkey is easy to give. You can either have the 
bird delivered directly to the home or office of the 
receiver or you can give a gift certificate redeemable 
at a convenient food store. 


A gift turkey can be almost any size or cost... 

from small new-type birds weighing 4 or 5 pounds to large toms 
up to 25 or 30 pounds. Costs are much less than 

for many other gift items of equal or greater value. e- 


National Turkey Federation Mount Morris, Illinois 


Processors and dis 


ve 
wrappers or colorfy| 


) ey | 
'° Give someth Tome t eee mihi) -ae More, but 7 


'N COst is we! worth i+ 


the slic 
eee 


National Turkey Federation 
Mount Morris, Illinois 


Gentlemen: 


Please send me without charge or any obli- 
gation on my part a sample of your inexpensive 
gift wrappings. 


Name 
Address 


City Zone State 
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When we say “Yes”... 


Deliver! 


an 


ete 


Some folks say yes to anything just 
to get an order . but disappoint 
their customers. If we can’t make 
your deadline, we say so. Phone 


Betty Wolfe at W illard, Ohio, 231. 


Mall Coupon For FREE QUALATEX Balloon information 


The PIONEER Rubber Co. 
410 Tiffin Road 
Willard, Ohio 


Please send me: 


] Name of my nearest QUALATEX 
Distributor 


[) Copy of “Advertising Balloon Fact 
Pack’ (Ideas, samples, prices and 
imprint worksheet) 


Firm 
Address 


| City — Zone —— State 


- . +» for more details circle 237, page 112 


TO BE EFFECTIVE THEY 
HAVE TO BE GOOD! 


PREMIUM | ADVERTISING 
ITEMS SPECIALTIES 


BOTTLE CAPS 


Everyone likes to receive 
a useful article, so USE 
the best when you asso- 
ciate your name with 
give-away or premium 
items. Write for folder 
on our complete line. 


R-MEMO-TER 


STEGEMAN SPECIALTY MFG. CO. 
P. O. BOX 63 DPT. A NEWPORT, KY. 
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Try Your Wits on the Clues 


Clues 1-4 were given out on September 17; Nos. 5-7 a week later. 


1. For Englander’s thousands, 
search far and wide, But don’t 
go near the Jersey side. 


. Start at four below zero if you 
want to get hot, Stop at twice 
times seven because that’s a lot. 


. From a prexy’s beach you must 
look toward his home, But re- 
member Allah before you roam. 


He wrote about the Indians so 
if you’re on his road, Your moc- 


stimulant specifically designed for 
today’s buying public.” He cited the 
recreational and educational value 
of the project as a “lesson in geog- 
raphy which will get New Yorkers 
to know their city better. Most im- 
portant, it is the kind of promotion 
Englander is happy to sponsor be- 
cause of the fun we know it will 
provide to the hundreds of thou- 
sands who participate.” 

But with hundreds of thousands 
combing New York City for a slip 
of paper only 3x6%”, Englander 
envisioned traffic jams. They ex- 
pected to broadcast flashes telling 
where the draft was not hidden, to 
call off the crowds that might con- 
gregate at some favorite spot in 
Manhattan. 44 


For Christmas Gifts .. . 


AR Makes More 
Selections 


@ The Cocktail Bell A gay 
mixture of bells and beverage in a 
highly-polished stainless steel shak- 
er that calls the guests and shakes 
or stirs the cocktails at one and the 
same time. Shaker, with stainless 
steel clapper, has polished walnut 
handle that unscrews quickly for 
filling with cocktail ingredients. 
Unit retails for $25. 


Ami Co. Inc. 3404 Main St., 
Buffalo, New York. 


e Ham ’n’ Bucket A double 
treat in a gift featuring an imported 
Holland ham packed in an Italian 
hammered-aluminum ice bucket. 
The ham comes in various weights, 
does not need refrigeration; ice 
bucket (created by Florentine 
craftsmen). is insulated with Fi- 
berglas to keep things cool or hot 
for hours. Quantity 
available. 


prices are 


George E. McWeeney Co., 614 
Campbell Ave., West Haven, Conn. 


casins must point toward the 


Seminoles’ abode. 

- From the bank of the Hudson 
you can see the sun rise, Then 
forward march to find England- 
er’s prize. 


- Horace Greeley could help you 
go to town, If you remember 
where the walls tumbled down. 


- It can be reached both night or 
day, And you will never have to 
pay. 


e Florentine Chafing Dish ... A 
gracious-living design in a_ two- 
quart chafing dish that has a shal- 
low casserole of heavy aluminum 
set on a stand of solid brass. The 
double side-handle and graceful lid 
make the dish an elegant serving 
piece for the table. Retail price is 
$16. 


Parker-Gaines Div., Tex Machine Co., 
38-06 31 St., Long Island City 1. 


@ Fruit Cake ’n’ Basket ... The 
famous “Martha Ann” white fruit 
cake accompanied by a jar of 
brandy hard sauce, packaged in a 
beribboned wicker basket that can 
be used as a roll server, etc., later 
on. A 1% lb. white fruit cake with 4 
oz, jar of brandy sauce, retails for 
$4, while a larger package contain- 
ing a 3 lb. fruit cake with 7 oz. 
brandy hard sauce is priced at $7.25. 


Grace A. Rush Inc., 3715 Madison 
Road, Cincinnati. 


e “Let's Get Organized” Pen Set 
. .. Guaranteed for a chuckle, the 
pen-holding, white ceramic base is 
imprinted with two “feet-on-desk” 
characters and an inscription read- 
ing: “Next week we've got to get 
organized.” Ball point pen has a 
Paper Mate refill, Unit retails for 
$2.95, and an additional personal- 
ized set retails for $3.95. 


Leon Auerbach & Co., 18 East 
41st St., New York 17. 





t 


@ Sheathed Steak Knives ... Un- 
usual steak knives in a sword de- 
sign with handles and blade sheaths 
of beautifully-grained Kashi wood. 
Blades are of tempered steel, 812” 
handles are contoured for easy 
grasping. Gift box is of Kiri wood 
inscribed with a Chinese inscrip- 
tion meaning “God of the Sword.” 
Set of four knives, in box, retails 
for $3.95. Quantity discounts are 
available. 


Bowman's, AR-2477 Lombard St., 
San Francisco 23, Calif. 


@ Frozen Game Birds Beau- 
tifully gift-packed to order, these 
delicious birds are “oven-ready” 
and include exact instructions as to 
the proper cooking. The variety 
available for order includes Mallard 
ducks, Ringneck pheasants, Bob- 
White quail, White African guinea 
hens and Rock Cornish 
tures” and “halves.” A 


“minia- 
greeting 


Give the Gift 
you'd like 
to get yourself... 


card inclosed in each package bears 
the sender’s name as “a member of 
the club.” 


East Lynne Duck Ciub, Dept. AR, 
East Lynne, Mo. 


© Country Club Coolers Col- 
orful, all-plastic dual-wall “glasses” 
that will not “sweat” or leave rings 
on tables. Assorted colors in each 
set include Mediterranean blue, 
Chartreuse, Fireglo, Amber, Emer- 
ald green and Wine. Six 12-ounce 
coolers in a gift-packaged box re- 
tail for $4.95. 


General Molded Plastics Inc., 5151 
Sharp St., Dallas, Tex. 


®@ Distinctive Shotguns Color- 
ful additions to the gun field are 
these double automatic shotguns 
with receivers in rich durable col- 
ors. In a choice of four color com- 
binations the gun comes in Forest 
green, Velvet gray, or Autumn 
brown with silver engraving, and 
Dragon black with gold engraving. 
12-gauge, lightweight model retails 
for $133. 


Browning Arms Co., 1706 
Washington Ave., St. Louis 3. 


© Alpine Wreaths Fresh Al- 
pine evergreens in natural forest 
green, or flocked in snowy white 
or tempting pastels make the base 
of these lovely wreaths. Tasteful 
decorations include traditional fir 
cones and ribbons, or baubles and 


Go to your local store and see all of the attractive, 
imported Hennessy gift packages in a wide range of 
prices to fit your gift needs. No matter which you choose, 
yours will be a gift of good taste that is sure to please. 


xkkk 


ARMCHAIR SHOPPING SERVICE 


Hennessy is available everywhere, but you can now 
send Hennessy Cognac as a gift to friends and business 
associates in 30 states. For complete information, 
write, wire or phone: Beverage Gift Service, Dept. H, 


City National Bank Bldg., Beverly Hills, Calif. CRestview 1-6286 


kkk 


bells. Prices range from $5.75 to 
$12.50. 
Kirk’s Evergreens, Gift Pack Div. of 
G. R. Kirk Co., Perkins Bidg., Tacoma 
2, Wash. 
© Playboy Annual... Even weary 
“top brass” executives will wel- 
come this spirited collection of the 
best stories, cartoons, and jokes 
lovingly culled from the past twelve 
issues of Playboy. The price is 
$3.75 ppd. 


Playboy Book Department, 11 €E. 
Superior St., Chicago 11. 


@ Dazzle Ware .. . Beautifully en- 
graved imports from India _ of 
nickel-plated brass that glows with 
a silvery luster. The complete line 
includes candle holders, candle 
snuffers, compote dish, letter hold- 
er, nut dish, cigarette box or bar- 
rel, and ashtrays. Prices range from 
$2 per item to $16. 


Country Fair, Morrison Heights, 
Wayne, Me. 


The World’s Preferred COGNAC BRANDY 


4 Proof e Schieffe 


n & Co., New York 
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cts here at last! 
orful decal 


| 
A tough, co 
window sig” applie 


in seconds - 


° —_ 
—— 


NO WONDER SALESMEN 


dA LOVE THE NEW 
SEN 8 ww A\merican 


ord 1 
“WATERLESS” 


? nd raj 


This is all there is to it 
/ 
/ 


© new low cost 
© new easy application 


Here is exactly what window sign advertisers 
have been waiting for—a durable, economical 
decal sign applied in seconds without water. 
The new American Presto Cal ’’G” is a perma- 
nent type sign that does not interfere with 
window washing and can’t be easily ‘pulled 
down” by children, competitive routemen, or 
storekeepers .. . not affected by temperature 
or weather conditions. 


1. Remove brown 
liner paper. 


2. Place into position 


The new Presto Cal “G” is so quick and quad eaneenee. 


easy to apply your people will get up more 
than ever before. They'll stick to the ‘‘selling 
job” for months or even years. See the new 
American Presto Cal “’G” for yourself. Write for 
FREE samples or request a salesman to call. 


Complete art service without obligation 


3. Remove facing paper. 


American Decalcomania Co. 


4334 W. Fifth Ave., Chicago 24, Ill. 
Mfg. plants: Chicago - Cleveland - New York - Windsor, Ont 


+ Can. 
Offices in all principal cities 
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© Immersion Heater . .. A portable 
unit that gives almost instantaneous 
boiling hot water for a quick cup 
of coffee in the office or hotel room. 
Imported from Germany, the unit 
has a metal coil with an attached 
32-inch insulated plastic coated 
wire and heat resistant handle. Op- 
erates on AC or DC and 110 volts. 
Fits in a lightweight plastic zipper 
case. Retail price is $3.50. 


Hoffritz for Cutlery, 49 East 34th 
St., New York 16. 


@ Plastic Playing Cards . . . Hand- 
somely boxed, these washable and 
durable cards are available for a 
variety of popular games. A grace- 
ful “Fawn” design comes in Bridge, 
Canasta, Bolivia and Samba decks, 
while the “Florentine” design can 
be obtained in Pinochle and Bridge 
sets. Double-deck sets retail for 
$7.50: Samba-Bolivia sets are 
priced at $11.25. 


Kem Plastic Playing Cards Inc., 595 
Madison Ave., New York 22. 


@ Leed’s Luggage .. . Lightweight 
travelers in “stand-up” styles that 
hold five suits or ten dresses. Made 
of waterproof Nylon with a metal 
frame that folds easily for compact 
storage, “Stand-up” cases are avail- 
able in brown, blue, or McPherson 
plaid. Men’s cases range in price 
from $19.95 to $22.95; women’s 
cases, $22.95 to $24.95. 


Coronation Sales Corp., 545 Fifth 
Ave., New York 17. 


@ Transistor Book Radio . . . Small 
enough to fit into your pocket, this 
“book” reveals the controls of a 
powerful, tubeless radio when the 
cover is lifted. Six different titles 
and bindings are available in a va- 
riety of colors and a gold transfer- 
kit enables the proud owner to in- 
scribe his signature in 23K gold on 
the cover. Retails at $49.95. 

Crosley and Bendix Home Appli- 


ances, Avco Mfg. Corp., Cincinnati 
25. 


@ Precision Minox Camera ...A 
tiny camera that tucks in pocket or 
purse as easily as a pack of gum, 
this 2% oz. Minox camera has 
built-in filters, optical finders. The 
color-corrected f/3.5 lens focuses 
8’ to infinity. All speeds included 
up to 1/1000 second. Also available 
is the new Minox electronic flash- 





NEW Subscription Order Form 


"Please enter immediately my subscription to _ 


Advertising Requirements 


for _) 3 years (36 issues) at $6 
(] 1 year (12 issues) at $3 
[|] Paymentenclosed [| Billmyfirm [] Billme 


Name. 


Firm 
[| Home, or 
|} Firm Address. 


City 


Nature of Business___ 


Advertising Requirements - 200 ¢. itincis st. + Chicago 11, It 





FIRST CLASS 


Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
Ne Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 





attachment that weighs just 24 
ounces and, with a special folding 
reflector, takes up no more room 
than a pair of binoculars. Minox 
precision camera retails for $139.50. 
Companion flash-attachment is 
priced at $82.50, complete with 
over-the-shoulder leather carrying 
case. 


Kling Photo Corp., 257 Fourth Ave., 
New York 10. 


® Color-Bright Aluminum . . . De- 
pendable cast aluminum cookware 
finished in gaily-colored, easy-to- 
clean porcelain. Available in Capri 
turquoise or Hacienda red, the 
cookware can be obtained in stand- 
ard sizes ranging from sauce pans 
to fryers to Dutch ovens. 


Club Aluminum Products Co., 1250 
Fullerton Ave., Chicago 14. 


@ Teakwood Lighters ... Distinc- 
tive beauty for the desk or table 
in practical lighters set in bases of 
genuine teakwood. Available in 
modern or classical design, the base 
is about 74%” high. Unit is priced 
at $15. 


Alfred Dunhill of London Inc., 393 
Fifth Ave., New York 16. 


e@ Executive Posture Chair 
Solid comfort in a_ comfortable 
chair that features deep foam rub- 
ber cushions and a special control 
that permits the back and seat to 
tilt together in perfect synchroniza- 
tion. 

Harter Corp., Sturgis, Mich. 


e Gift-Packaged Grapefruit : 
Grown in the Rio Grande valley of 
Texas, these tree-ripened grapefruit 
are sweet and “ruby red” inside. 
Gift bag, measuring 16x11x8” in 
size, has strong carrying handles 
and full top-zipper opening. Red- 
plaid, vinyl bag, holding one-half 
bushel of Ruby Red grapefruit, re- 
tails for $9.75. Order must be in by 
Nov. 20 to insure Christmas deliv- 
ery. 


Sundial Citrus Grove, P.O. Box 154, 
Weslaco, Texas. 


@ Toaster-Broiler ... A_ versatile 
table-top appliance with a tempera- 
ture control that enables the unit 
to be used as a toaster, frying pan, 
broiler, or even as a warming-oven 
for tv dinners, rolls, etc. Modern- 
design, copper-and-black model re- 
tails for $14.95. 


Chicago Electric Div. of the Silex 
Co., 6333 West 65th St., Chicago 38. 





Eagle Imprinted Bal- Consult Us on your 
loons are economical promotional problems. 
: We offer Prompt Ser- 
salesmen — good will : s 
; vice, Fast Delivery, High t 
builders. Quality. 
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Dx 
for Christmas 
| $ 4.85 
7.45 


You choose the price— 9.80 


Pick your price and we mail gift-greeting 12.30 
folders (inscribed with your name). The 14.60 
choices come back to us and we mail the 19.45 
gifts (again, in your name). Cost in- . 

cludes everything: hand addressing and 24.40 


inscribing; all wrapping, mail, postage 49.50 


and insurance; all, taxes and a gift of \e 75.00 
guaranteed satisfaction. 100.00 
ke RKNR EE EE 


He’ll choose the gift— 


The gift-greeting folder holds ‘an 8-page ae 
booklet picturing and describing 10 to 14 

gifts of the price group you selected. He Orrefors 
checks his choice on the postpaid Certif- Fieldcrest 
A-Card and returns it to us. This free- Taylor 
dom to select is half the fun of getting Longines 
—and the gift is swre to please. 


ae ey : Troy Robes 
As the original plan of this kind, Certif- Hudson Bay 
A-Gift has exclusive rights to many qual- Gorh 
ity names, ornam 
Robeson 
h Dept. 3106 Springfield 
t ie SS 'Z8 ——————" 829 Chicago Doppel 
; < ; ppelt 


7 Avenue 
company 


| Evanston, Shop Early —write 


today for catalog 
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A SPARKLING / (GZ DbueWt 


—that Sells ON SIGHT / 


You'll agree once you see the Sample Portfolio of 


SORG’s New Blue-White WHITE SOREX 


It’s Now... 
SORG’S BLOTTING 


Sorg has acquired the proc- 
esses, converting equipment, 
and brand names of the com- 
plete line of WRENN’S BLOT- 
TING. All of the blotting grades 
formerly manufactured by The 
Wrenn Paper Company will 
now be made by Sorg and 
sold as SORG'S BLOTTING. 


81 us pat oF 


Your first glance at the new Blue-White WHITE SOREX will win you in- 
stantly . for its glistening frosty-whiteness gives it beauty and character 
beyond comparison. 
But be auty is only half the story ... because WHITE SOREX has the strength 
of tough tag stock, too. The new sample portfolio of Sorg’s Blue-White WHI T E 
SORE x tells the whole story—what gives SOREX its snap and strength 
. why it retains its sparkle ‘and freshness. even after frequent handling . . . 
and how beautifully it prints by either le ‘tterpress or offset. In addition, you'll 
find suggestions for using WHITE SOREX on scores of printed pieces where 
the qualities of both strength and beauty must be combined. 
Ask your Sorg paper distributor for your copy of the new sample portfolio 
of Sorg’s new Blue- White WHITE SOREX and the popular CREAM SOREN. 


If he cannot supply you, write direct to the Advertising Department of The 
Sorg Paper Company. 


P A NY ° Middletown, Ohio 


e Manufacturers and Converters of Stock Line and Specialty Papers 
STOCK LINES 


WHITE SOREX e CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH COVER e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e TENSALEX e VALLEY CREAM and MIDDLETOWN POST CARD e 410 TRANSLUCENT 


No. 1 JUTE DOCUMENT e GRANITE MIMEOGRAPH e SORG'S BLOTTING 


Offices in: NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 
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by Henry Szafarz 


We in the advertising business 
who use photostats in great quan- 
tity are prone to take them for 
granted. The danger is that we may 
miss many additional uses of photo- 
stats. Besides their primary em- 
ployment in presentations and pro- 
duction they are adaptable to other 
needs in advertising. I have gath- 
ered together a number of items 
that have helped me on occasion 
and might prove valuable to your 
particular problems. 

Photostats are of two types: glossy 
and matte (sometimes called “regu- 
lar’) stats. Glossy stats are used 
for repro work and are_ usually 
sharp and clean enough to be pasted 
down on the mechanical. Whenever 
line artwork, type or lettering is 
reduced or enlarged, a glossy stat 
may be safely used in the pasteup. 

Matte stats, printed on a dull- 
finish paper, are more sensitive to 
halftones and generally cost a little 
less than glossies. They are used on 
halftone copy such as photographs, 
wash drawings, etc., and are prac- 
tically never used for reproduction. 
Whenever art is reduced or en- 
larged for a pasteup, the matte stat 
obtained is marked “shoot from 
original copy.” It is used only as an 


For those ticklish little jobs that can often consume far 


too much time and effort, why not try photostats? An expert 


delves into his bag of tricks and comes up with some practical ideas. 


indicator of size and position for 
halftone copy. 


>» Occasionally it becomes necessary 
to reproduce an ad or folder just 
in the layout stage quickly in order 
to get advance copies to salesmen, 
customers, etc. Here’s how a num- 
ber of reasonably good facsimiles 
can be made quickly: 


1. Order matte negative stats to 
actual layout size of all elements, 
including lettering, photos, art, etc. 
Where type is not handy for head- 
lines, have artist make careful com- 
prehensives. If finished art is not 
yet available, spruce up 
drawing and use that. 


layout 


2. Carefully paste all negative units 
in correct position on black paper 


and touch up where necessary. 


Making Facsimiles Simple method 
for a small number uses negative photo 


stats 


(Take a little care on this master 
negative to insure crisp positives 
later.) 


3. If type is to be surprinted or re- 
versed, paste up Artype letters 
(sharp alphabets printed on thin 
acetate with an adhesive backing 
practically any font and size of type 
available). When type and halftone 
areas are to be combined use meth- 
od explained later in this article. 


4. If two sides of a folder are to be 
backed up to each other, paste top 
sides next to each other with about 
14” space between them. Rule a 
white line in the center of this space 
which will be used as a fold line 
later. 


S. Send out for one positive. If 
okay, gang up positive with nega- 
tive and send out again. Now you 
will have two negatives which will 
give you double prints each time. 


6. Gang up as many negatives as 
you can to cut costs and order 
prints possible. Add 


color by hand, trim and fold. 


largest size 


> You can color photostats by using 
photo oil colors and get fairly good- 
looking copy for layout purposes. 
These oil 


colors (obtainable at 


Art & Photography * 93 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 


8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


1210 N. Clark Street © Chicago 10, Illinois 
Dept. N-11 ° Telephone: MI chigan 2-5651 


for 


Ideas Sales Promotion 


Offset printing 
puts added 
sales mileage 
on ads and 
artwork... 
economically. 


offset 
lithographic 
ide as 


Your FREE RCS 
idea Kit con- 
tains samples 
and explana- 
tions to show 
how it is done 
and how to 
make maxi- 
mum use of 
the process. 


Put your 1957 
advertising 
and promotion 
into high gear 
and send for 
your kit. 


Color and 
black-and- 
white! 


Address —_— 


Rush my Ad Promotion Kit to: 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 
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photo supply stores) are smeared 
on with a little cotton swab to the 
degree of brilliance desired and are 
easily removed in case of error. 
They are workable for about 24 
hours as it takes at least that long 
for them to dry thoroughly. How- 
ever, they are ready for instant 
viewing after a protective cover of 
clear acetate has been added. Re- 
member that they will never be as 
brilliant as pure color copy because 
you are simply adding transparent 
color over greys and blacks. Always 
order a light matte print for color- 
ing to give the color a break. 


> Photostats can also be colored with 
a Kodak dye kit which sells for 
about a dollar. This consists of a 
booklet whose pages are covered 
with concentrated water colors. To 
prepare color for use, it is only 
necessary to tear off a piece of 
paper and drop into a little water. 


The concentrated dye dissolves im- 
mediately. Keep well diluted as it is 
easier to control depth of color this 
way (it is difficult to lighten certain 
hues). 

Areas not to receive color 
are masked off if necessary and the 
color is swabbed on with cotton. 
(Swabs sold in a drug store for 
cleaning babies’ ears are excellent 
for this purpose, particularly in 
small areas.) After each swabbing, 
the area is blotted until the desired 
depth of color is attained. Keep 
plenty of fresh blotters handy. To 
avoid streaks in large areas, add a 
few drops of Kodak Photo-Flo 
solution to your colors. This helps 
it flow more smoothly. 

Should it be necessary to lighten 
an area, swab repeatedly with clean 
water and blot. A few drops of 
bleach (Clorox is excellent) added 
to clear water will lighten some of 
the dyes. However, it has no effect 
on certain hues. 

All dyes can be intermixed. Test 
for correct shade on scrap photo- 
stats. Concentrated solutions of Ko- 
dak dyes, as well as Luma Colors 
(concentrated dyes in liquid form) 
can be airbrushed right on stats. 


» Many photostat houses can change 
the black halftone areas of the 
photostat to almost any single color 
desired by chemical means. Keep 
this in mind when presenting lay- 
outs that show a photo which is to 
print in color. 

Toned photostats are often used 
as underlays for finished art work. 


A photostat of predominantly gold 
jewelry, for instance, could be dyed 
a yellow orange and the rest of the 
painting completed on top of it in 
opaque colors. This process elim- 
inates any errors in drawing and 
tracing and thus saves time. 


> All or part of stats can be covered 
with Zip-a-tone, Craftint or Bourges 
color sheets. The Craftint and Zipa- 
tone sheets are laid down lightly 
and where color is not wanted, it is 
cut away. The rest of the sheet is 
then burnished down (backs have 
a light adhesive coat on them). 
When Bourges sheets are used, 
color is scraped away from these 
areas with a stylus. 

Example: It is necessary for one 
figure in a crowd scene to stand 
out. A light blue Zip-a-tone sheet is 
selected and placed over the entire 
photo. The dominant figure is care- 
fully and lightly outlined with a 
sharp knife and lifted out. (A 
needle inserted in a wooden handle 
is excellent for this work.) This 
leaves the rest of the crowd covered 
with a light tint block and the 
dominance of the figure is achieved. 

The same effect could be reached 
with a white Bourges overlay if 
color was not desired. Bourges 
white overlays come in 10%, 30%, 
50% and 100% tones depending on 
how much of a “ghosted” effect 
you want. Art can also be darkened 
in the same way by using tones of 
blacks or “grays”. In either case 
the color is again removed as de- 
scribed before. 

Craftint and Zip-a-tone screens 
(again black or white) can be over- 
laid in the same way and areas cut 
away as described. A wide variety 
of ruled screens, dots and other 
textures is available from art sup- 
pliers. 


> Occasionally it becomes necessary 
to obliterate portions of a stat or to 
clean up messy spots. Here is a 
method of doing this in minutes, 
right at your own desk: 

Buy a package of Kodak Farm- 
er’s Reducer (about 20¢). This con- 
sists of two packets of chemicals 
which if mixed as directed will de- 
teriorate only after two or three 
weeks. Since you are apt to need 
this solution from time to time and 
over longer time spans than this, I 
suggest you keep the chemicals dry 
and mix only as needed. Take just 
a pinch of envelope A and dissolve 
in about a tablespoon of water. Use 
a slightly larger pinch of envelope 
B (it is a larger envelope) and do 
the same but use a separate con- 
tainer. All containers used should 
be glass or plastic, not metallic. 





MADISON AVE. HAILS 


" 


Portfolio! 


Topflight ready-to-use art 
as you have never 

seen before in the 
second exciting Idea Art 
portfolio! An entirely 
new, big one-volume 
edition packed with 
original ‘‘light touch" 
drawings sparked 
with copy lines to 
suggest creative solutions 
to 1000 ad problems 

In 9x 12 multi-ring 
plastic binder. Drawings 
alone cannot be 
duplicated for $2500 
Complete cost, including 
reproduction rights, $25. 


Sent on approval for 
5-DAY FREE EXAMINATION 


O 


ide@) | 70 


164 E. 38th St. « New York 16 + MU 6-7270 © 
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CAMERAS — ART AIDS $485 & UP 
$ SAVERS PRINTING 


SILK SCREEN 
LACEY-LUCI PRODUCTS CO 


31 Centra! Avenue 
Newark 2, N. J 


WRITE FOR CATALOG AR 
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Tm NEVER WITHOUT MY 
55) ACROLITE 
£2 FIXATIVE 


i 


t es, st ts. Write 
PRISMA-SCOPE LABORATORIES 


B I lena 8 ¢ 
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artists' materials 


Gi Tlerelelo 

Los Angeles 
New York 
San Francisco 
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For our purposes, measurements 
need not be more accurate than in- 
dicated. 

Protect areas to remain un- 
bleached with Krylon spray or the 
masking solution described after 
this item. Sponge area to be ob- 
literated with clear water to soften 
emulsion. Then mix solutions A and 
B together. (It is important to do 
this just before using, as the com- 
bination will deteriorate in 15 min- 
utes.) Sponge area with this until 
image disappears. If faint traces 
still remain, a fresh solution of A 
and B will do it. Sponge-rinse with 
clear water. 

This method can be used to light- 
en photostats that have come out 
too dark for layout purposes. Sim- 
ply dilute solutions with more water 
and sponge lightly. Watch carefully 
as action is fairly rapid. Rinse com- 
pletely and dry. To convert half- 
tones to line work, order a light 
print; redraw in India ink. Sponge 
with bleaching solution until half- 
tone disappears, rinse and dry. 


> If you dissolve a small quantity of 
paraffin in some carbon tetrachlo- 
ride you will have made a solution 
that will repel water color or 
bleaching solutions as used on stats. 
A well cleaned nail-polish bottle 
serves to hold the solution and the 
brush is always handy for painting 
areas to be protected. After work 
is finished and the print is dry, a 
cotton swab saturated with plain 
carbon tet will remove the masking 
solution without disturbing 
already down. 


color 


>’ When sharp original copy of sigs, 
trademarks, etc., is not available, 
enlarge whatever proofs you have 
on hand several times. (At least a 
two or three times enlargement is 
desirable.) Have your artist touch 
up type and art with brush. When 
finished, reduce to proper size and 
note improvement. 


> Photostats are charged for by size, 
and it doesn’t matter whether you 
have one object or a dozen being 
copied. If they fit on an 8x11” 
size you are simply charged for that 
size. Therefore, whenever you order 
a stat and have room to tack on 
more sigs, trademarks, etc., do it. 
Soon at no extra cost, you will 
have a wide assortment of these 
devices which are useful timesavers 
in layouts, mechanicals, etc. Helps 
to cut that 
Mount all negatives on one master 


production bill, too. 


sheet and whenever you need a 


particular size which is not on hand, 


order it. All the rest come free. I 


have on hand complete master 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
ArtO-Graph 
Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 

Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- © 
spectives; match let- com 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


Takes up no floor 
cy ol-[ dM Th 1-1 
head “dead” space 


ee A. ENGEL, INC. 
728 Wash. Ave., S.E., Minneapolis 14, Minn. 
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PRODUCTS FOR THE 
ADVERTISING ARTIST 


( 


New! ‘Storyboard’ 
TV Pad —for full-size 


visuals! 


Here's our brand new 

TV storyboard pad _ that 

allows you to make vis- 

vals of TV scripts in big 

5 x 7” panels. Each page has 4 large video and 
audio panels against a 70% gray background 
Each segment is perforated so that when the TV 
show has been visualized on the pad, the per 
forated segments can be taken apart and bound 
to form a complete TV storyboard or presentation 

Size 14 x 17”. 200 Segment to the pad. 


No. 72C—TV STORYBOARD PAD $2.50 ea. 


The Copi-Counter 


Just roll it over your copy 
— it counts while it rolls! 


THIS LITTLE DOUBLE-DIAL 
indicator, graduated in 
inches and picas on one 
side and inches and agates 
on the other side, is the 
new time saving instru- 
ment for rapid counting of 
typed manuscript lines, 
measuring columns of type, galley cuts or other 
dimensions of type. In operation, the wheel is run 
up the pages or columns and the length in inches 
or total number of typed lines is indicated on the 
dial. A time saver for typesetting, by quickly 
estimating the total character count, from which 
the number of typed lines can be determined. 


THE COPI-COUNTER 
Write on your letterhead for 
200-page catalogue of art sup- 


plies. ‘“‘An Encyclopedia of Ar- 
tists Materials” 


tL ae 


ye 3) ee | 1 
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HOW MUCH ARE 
YOU OVER PAYING 
FOR GLOSSY PRINTS 


59 East Illinois Street 
Chicago, Illinois * WHitehall 4-2930 


WRITE US OR CALL US TODAY 


. for more details circle 236, page 112 


A Process White 
that photographs white... 


WEBER 


Reproduction White 
Here's a white that photographs 
and reproduces a sparkling white. 
Lead-free. Opaque. Mixes with 
other pigments. Unchanging on 
original art work. Can be softened 
down and erased with water. 
In 2%2- and 10-oz. jars at your 
regular artist materials dealer. 
Try it. 


Manufacturing Artists’ Colormen since 1853 
OlL * WATER © TEMPERA « PASTEL 
Main office and factory 
1220 Buttonwood St. 
PHILADELPHIA 23, PENNA. 
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sheets of customer’s sigs, Parents’ 
seals, etc. that have saved much 
time and cost. 


>» Occasionally it becomes necessary, ’ 


for purposes of layout, to combine 
some halftone copy (i.e., photograph 
or wash drawing) with a line of 
type, which is to be printed across 
the illustration. Ordinarily, this can 
be lettered across the stat by using 
a careful comprehensive technique. 
However, if it is desirable, an al- 
ready finished piece of lettering, a 
proof of display or even body type, 
can be double printed, either in 
black or white, by using the follow- 
ing technique: 

For white type 
tone illustration: 


a hali- 


across 


1. Reverse type by making a first 
print which will leave white letters 
on a black background. A glossy 
print is preferable. 


2. Mount photo on rigid board and 
cover the entire photo with a black 
piece of paper which is to be hinged 
on one side in the manner of a flap. 


yg @ 


3. Paste the reverse stat in correct 
position on the flap (you can use 
tracing paper to check position). 


4. Let photostatter make a first 
print of the black overlay; have him 
pull back the flap without disturb- 
ing position of the unit; then have 
him make routine exposure of the 
photo. 


5S. Make a second print from this 
negative. You should have pure 
white lettering or type surprinted 
exactly where you want it. 

For black type 
tone illustration: 


half- 


across a 


1. Make a glossy first print of type 
and also a matte first print of the 
photo. 


2. On black paper mask (as above) 
paste type in correct position, using 
a tracing as a guide. Negative stat 
of halftone is pasted on board below 
as described before. 


oh" 


3. Follow same procedure as in No. 
4 (above). The finished print 
should have surprinted on it sharp 
black type or lettering. 


—“ 
- 


a 


*) 


Here again, the typefaces printed 
on adhesive backed acetate under 
trade names such as Artype, Cello- 
tak, Craftint, etc. can be used to 
good advantage. Select type style, 
letter space as needed and order a 
first print (negative) to correct 
size. Proceed as above. 


>» Errors are most often made, when 
stats are ordered, in the terminology 
used. Here’s an example: “Send us 
20 positives of this copy.” Ordinar- 
ily, a negative is thought to be a 
print, predominantly black with 
white type, and if such a print is 
sent along, the stat house will make 
positives from it. But sometimes the 
original copy, such as a trademark 
or company name, is already re- 
versed and is considered a “posi- 
tive” by the client or agency. Pic- 
ture the confusion of the photo- 
statter and costs to the agency if 
“negatives” (their interpretation) 
are received instead of “positives.” 

Here’s how you can be sure this 
won't happen to you: Making a stat 
is done by steps and the final result 
of each step is the exact opposite 
of the step before (pos., neg., pos., 
neg., etc.). Therefore, if a piece of 
copy is ordered as a “first print,” 
we know we shall receive the op- 
posite of what we sent, be it nega- 
tive or positive by our standards. 
“Second print” will result in a copy 
(to size, of course) of what we 
have sent out. There can be no mis- 
takes when you substitute the terms 
“first or second print” for “negative 
or positive.” Try it and lower your 
blood pressure. 


> I hope that some of these tips will 
help you. Remember that stats have 
great versatility in addition to what 
is outlined here. Photostats can be 
reversed or “flopped” so that art- 
work faces the other way. Type 
lines can be curved and perspec- 
tives attained; stats may be made 
direct from the object in the man- 
ner of photography: repeat patterns 
for backgrounds, package designs 
etc., are easily rendered and line 
drawings can be made from half- 
tones right on the finished print by 
use of the bleaching process. 

Check your photostatter, man, 
you're missing sométhing. 44 


Linkrule Cuts Corners 
In Scaling Pictures 


A stretchable ruler for scaling 
photos is shown in use in a folder 
from Linkrule Co., Detroit. The 
measuring device, a Linkrule, ex- 
tends from 6” to 24”, always re- 
taining in proportion the markings 
of a standard ruler. To scale a pic- 





Big-time service, 


yet personal service... 


that’s why you, as an AR Reader, 


will prefer... 


Micro-Color Lithography 


Who wants to get “lost in the 
big shuffle”? Not a buyer 
of quality color lithography. 


Your jobs get personal attention 

at Krueger’s. We prefer to produce the 
Tiffany, the Cadillac, the Wedgewood 
in color reproduction. And, 

that takes personal service. 


We have some big-time services, too: 
staff of 40 color artists, color 

camera and plate-making equipment, 
air-conditioned and humidity-controlled 
plant, and color presses in sizes 

up to 52” x 76” four-color. 


Specify MICRO-COLOR Lithography and 


Color lithographers for Arizona Highways . 


e | 
| 


you get big-time service, plus 
personal service. A Krueger 
MICRO-COLOR representative can be 


in your office within 24 hours. 


Available — 15-Minute Sound Film — 
“THE MIRACLE OF MICRO-COLOR”’ 

A Krueger representative will be 

glad to show it to you and your staff 
at no cost or obligation. 


Write Dept. F-11. 


This insert lithographed in 
MICRO-COLOR Lithography by 
the W. A. Krueger Co. 
Photo by Chuck Abbott. 


*Reg. U.S. Pat. Office 


fabulous scenic magazine 


e| w. A. KRUEGER CO. 


EXECUTIVE OFFICES AND PLANT: 3830 W. Wisconsin Ave. ¢ Milwaukee 8, Wis. © TWX MI-139 


CHICAGO SALES OFFICE: 600 W. Jackson Blvd. ¢ Chicago 6, Ill. 


Third of a Series 





ss 
our specialty 
e MAGAZINES 
e CATALOGS 
® BOOKLETS 
e FOLDERS 


Mail sample for Quotation or 
Phone us to Call 


. . . Ph. CHesapeake 
Sersen’s 3.2050 


Imprinting, Inc. 


17 N. Loomis, Chicago 7 
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Ye save time with... 


= StaSet 
> \ 


RUBBER CEMENT 


Artists and production departments find 
StaSet practical, efficient and economical. Al- 
ways a flat firm bond; dries quickly and 
never wrinkles paper. 


StaSet may be used single surface or dou- 
ble surface effectively. Excess rubs off easily. 
Assures fast, neat paste-ups and mounting 

3 Sold ot better art supply stores everywhere 
Oo INSIST ON GENUINE Staset 
THE MONET COMPANY 
43 South Avenue, © Fanwood. N. J 
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‘Palette Patter keeps 
you posted on the latest 
and best in artist materials 
and equipment Get your 
Write to— 


Dept. AR-11 


We ee a ee 
- 6408 WOODWARD AVE 
DETROIT 2, MICH 
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AR’s 21.000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cov- 
erage, so carefully tailored and so 
precisely directed to buyers of adver- 


lising services, materials, equipment, 
supplies. 


Get in AR! 
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ture, the user ascertains the height 
and depth of the original with his 
Linkrule, then contracts or expands 
the ruler for the final reproduction 
dimensions. 

The manufacturer explains: “The 
idea behind the Linkrule is simple: 
Instead of reducing or enlarging 
the picture you reduce or enlarge 
the ruler. Thus you measure the 
copy as though it were a cut.” 


The Linkrule, long in use in 
newspaper and advertising makeup, 
can also estimate cut sizes of mor- 
tises, inserts or other parts of a 
given picture. Of all-metal con- 
struction, it will last for many years, 
according to the manufacturers. 


This stretchakle ruler is priced at 
$14.50. 


‘der 


1g 


& - 
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Art vs. Photography . . . On facing pages of a national magazine are two parallel ads, 
giving a good comparison between the emotional impacts of the two techniques. 


Brush or Camera ... 


Which Art Technique 
Does the Job Better? 


By Walter F. Kohn 
Marketing Counsel 
Croton-on-Hudson, N.Y. 


Quite by accident, the July issue 
of Ladies’ Home Journal gives 
students of advertising a rare op- 
portunity to make a fairly direct 
comparison between color photog- 
raphy and artwork. The makeup 
man placed two bathing beauties, 
each the focal point of a four-color 
ad, on facing pages 30 and 31. One 
ad is for Lady Sunbeam Shaver, the 
other for Pepsi-Cola. 

While the Lady Sunbeam ad is 
only a half page and the Pepsi-Cola 
ad a full page, a few seconds with a 
Lucy machine will bring the two 
illustrations in them to the same 
size. The similarities between the 
two illustrations deserve as careful 
study as the differences. 

Both ads show girls in bathing 
suits of approximately the same cut. 


One girl is a redhead and the other 
a bleached blonde, but that seems 
to be immaterial, unless your pref- 
erences in hair are sharply pro- 
nounced. Both have plenty of leg 
and shoulder exposure. One shows 
a left profile and one a right, but 
since they are otherwise in about 
the same perspective, it doesn’t 
matter; the proportion of profile to 
full face is the same in both. The 
two girls have comparable smiles. 
Both have the product in 
juxtaposition to the girl. 

True, there is a man in the Pepsi- 
Cola ad. To keep the comparison 
fair, he can easily be eliminated. 
He is in shadow anyhow; and if we 
cover him with a mask of white 
paper, we can study the two girls 
by themselves. They are really the 
crux of the matter. 


close 


> The basic difference between the 
two girls, both of them beautiful 





models, is that one is given to us in 
a color photograph, the other in a 
painting. Both are silhouetted 
against a white background. We 
thus have a simple basis for com- 
parison. 

With the great strides that have 
been made in color photography 
and reproduction in the past few 
decades, more and more advertisers 
who formerly used art work have 
turned to photography. A_ photo- 
graph carries the conviction of 
actuality, of something living and 
real. If the model and the pose are 
right, the photograph does a perfect 
job. 

Credibility is one of the objectives 
of every advertisement, and a pho- 
tograph seems to be an ideal means 
of achieving credibility. Here, it 
says, is a real woman. See how at- 
tractive she is. Look at the fun she’s 
having using the new compact- 
shaped Lady Sunbeam on_ her 
shapely leg, on which not a single 
unwanted hair can be seen. All this 
carries out and _ strengthens the 
copy. 

It's true that the headline is 
somewhat long and pedestrian; but 
it’s in small type, so that your eye 
travels right to the young lady, so 
perhaps it doesn’t matter too much. 


» Now let’s look at the Pepsi-Cola 
girl. An artist named Bowler signed 
his name to her. She’s having fun 
on a seaside rock, with one leg 
dangling in the water, and a picnic 
basket with a couple of bottles of 
Pepsi-Cola beside her. She’s beau- 
tiful, all right. She, too, carries out 
the headline, “Aren’t today’s peo- 
ple wonderful?” What can the read- 
er do but say “Yes”? 

If some squeamish perfectionist 
says her neck is too thick and her 
upper arm too long, I couldn’t dis- 
agree. That’s my impression, too: 
but I’m not an expert and I could 
be wrong. The fact is that this im- 
pression didn’t occur to me till I 
had taken a sixth or seventh look, 
with the deliberate intention of 
finding whatever faults there were. 

But that doesn’t keep the girl 
from stopping the reader in her 
tracks and thinking, “Isn’t she won- 
derful?” 


’ Which is the better illustration 
— the photograph or the painting? 

Which is the better technique to 
employ in an ad? 

The answer, of course, depends 
entirely on the ad and its message, 
and the terms in which the art di- 
rector conceived it. In the two ads 
in question here, both techniques 
could have been used for both ads. 
But after everything has been said 
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NOW! LOWEST PRICED 


(COMPLETE) ALL-PURPOSE 


PHOTOCOPIER 


1 


CONTOURAR-CONSTAT® gives 
harried production and layout peo- 
ple a new strong, right arm. Use it 
to make fast, sharp, black and white 
copies of layouts, prints, proofs, 
photos, sketches, schedules, paste- 
ups, etc. — anything printed, written 
or drawn. Write today for new bul- 


letin and the name of your nearest 
distributor. 


F. G. LUDWIG, INC. 


852 COULTER ST., 
OLD SAYBROOK, CONN. 
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in favor of these two girls, I'd be 
inclined to vote for the painting. 
For three reasons. 


e First, unless a model is an ac- 
complished actress, she can’t regis- 
ter any more delight in front of a 
camera than she does in real life. 
And the degree to which even good 
actresses register emotion in their 
faces varies with the individual. 
The way it is expressed varies, too. 
The Sunbeam girl is obviously 
pleased, and even completely satis- 
fied with her Lady Sunbeam. But 
she’s not wild with delight, and 
what her expression tells the reader 
doesn’t stop me. 

Whether the Pepsi-Cola model 
registered any more pleasure when 
she was being painted doesn’t mat- 
ter. If she didn’t, the artist height- 
ened her expression of ecstasy — 
something neither a camera nor a 
retoucher can do. When you use a 
camera and the model doesn’t give 
it, it simply isn’t there, and nothing 
can put it there. 


® Second, a camera is the perfect 
medium for catching a dramatic 
moment. This moment can be cre- 
ated and posed. It can register ex- 
treme relaxation as well as com- 
plete delight — as witness the 7-Up 
and Kellogg color pages in Life for 


Tailored Photo Stories 
Fit Business Paper Needs 


A four-page bulletin from Indus- 
trial Communications, New York, a 
national network of business and 
industrial writers, photograpers and 
editors, details the organization’s 
services. Its writers and photog- 
raphers, who frequently work in 
teams, will undertake a variety of 
editorial assignments for industrial 
publications. They are located in or 
near all major population centers 
and can cover stories anywhere in 
the United States or neighboring 
countries, the bulletin states. 

In addition, the organization pro- 
vides public relations, advertising 
and sales promotion services where 
desired. Staff members have back- 
grounds in writing or photography 
for leading consumer, industrial and 
business magazines. They are avail- 
able for a number of standard as- 
signments, among them: 


© The case history . . 
advertisement explaining how a 
company’s products. or _ services 
helped solve specific industrial or 
business problems. 


. an article or 


®e The Inside You article ... de- 
scribing how a company operates 
internally. 


July 30th. When the photograph 
tells its own story, as it does in 
these Life ads, it becomes so dom- 
inant that the copy can be reduced 
to a minimum. Artwork couldn’t 
do such a job nearly as well. But 
when the shot isn’t that dramatic, 
it’s under suspicion of being posed 
for the occasion. The result is a 
loss of conviction and reader inter- 
est. 


e Third, because an artist can sup- 
ply a perfection which the camera 
can’t, he can lift the reader out of 
the realm of reality, into The Land 
of Heart’s Desire. He can improve 
on Nature, and create an idealiza- 
tion of womanhood that typifies 
what every woman wants to be, and 
what every man wants her to be. 


> This heightening of reality, this 
stimulation of desire, this creation 
of something more perfect than life, 
this cultivation of hope and dreams, 
is the function of advertising. 

In the case of the Pepsi-Cola ad, 
the artist has done his job superbly. 
Even with an exceptional photog- 
rapher and an exceptional model, a 
camera couldn’t approach this re- 
sult. The superhuman glorification 
would still be missing. 

Because an artist can dream: 
camera can’t. 44 


e The Outside You article ... by- 
lined by company personnel, re- 
vealing how a company representa- 
tive performed a public service for 
a particular industrial or business 
need. 


House organs and_ stockholders’ 
reports are another specialty of In- 
dustrial Communications, which 
supplies text, pictures and design. 

The bulletin outlines step by step 
how a typical assignment is han- 
dled. Articles are tailored for each 
publication in which they will ap- 
pear, the statement points out. 


Pocket Glu-Pen Holds 
5,000 ‘‘Dots’’ of Glue 


A new leaflet from Glu-Pen Corp. 
of Va., Hampton, Va., describes a 
pencil-shaped glue holder that sup- 
plies quick adhesion for office and 
studio uses. Glu-Pen comes 
equipped with a cartridge which 
contains more than 5,000 “dots” of 
glue. A refill cartridge is supplied 
with the introductory box. 

The glue will not soil hands, pa- 
per or office furniture, according to 
the company. Slight pressure on the 





point of the “pen’ expels a small 
amount of the adhesive, enough to 
secure clippings, photos, copy, etc., 
together. The result is_ invisible, 
waterproof adhesion that lasts in- 
definitely. 

Among the ways the holder can 
be used, as listed in the leaflet: 


® Paste-ups of press clippings, sam- 
ples, salesmen’s presentations 


® Securing posters to windows and 
walls 


@ Holding counter displays 


@ Keeping sales slips together 
Additional applications are out- 
lined in the brochure. 


Twenty-Second Cycle . . . Hunter Photo- 
Copyist prints and processes three photo- 
copies a minute. Wire rack at top holds 
exposed negatives as they come from 
machine, permitting several to be ex- 
posed in succession 


Photo-Copyist Turns Out 
3 Copies per Minute 


A high-speed machine that can 
make three photocopies per minute 
of the same original or different 
originals has been introduced by 
Hunter Photo-Copyist Inc., Syra- 
cuse, N.Y. With this combination 
printer and processor for dry-proc- 
ess photocopying, a normal-sized 
negative can be exposed every five 
seconds, and a complete cycle of 
exposing and developing completed 
in 20 seconds. 

The machine is a little larger 
than a typewriter in size and has 
a rheostat lighting control for regu- 
lating exposure according to 
amount of contrast in the sheet be- 
ing copied. Light source for the 
machine consists of two 20-watt 
fluorescent tubes which provide 
uniform exposure and help to give 
clear, exact duplicates. 

Retail price for the Photo-Copy- 
ist is $525. Further information is 
available. 


For 
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No matter which you use... 
EVERY VIEWLEX VIEWTALK 


Plays standard and fong- 
playing records, up to 16” 
— two permanent needles 
on twist arm. 3313, 45, or 
78 r.p.m. Model WR — 
4” x 6” detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD — 
6” x 9” detachable speaker 
for 500-watt projector. 


v-500 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures. 
Takes 2”x2” and bantam 
slides in any type mount 
intermixed. New refrigera- 
tor cooling. 500 Watt fan 
cooled. 5 inch F/3.5 Pro- 
fessional lens. Automatic 
take up reel and optical 
magnifying pointer. 3, 5, 7, 
9, 11 inch lenses available. 


STRIP-O-MATIC 


Remote contro! 35mm film- 

strip advance mechanism. 

Hand-held push-button. Al- 

lows complete freedom of 

movement. Speaker can 

stand wherever he wishes, 

or even sit with the audi- 

ence. For use with all View- 

lex filmstrip projectors (il- 

lustrated here with V-25C). 
Many projectors LOOK somewhat alike, in 
appearance and price — but Viewlex has 
something extra! Rigidly controlled stand- 
ards of QUALITY carried through every step , - ee = 
of manufacturing assure projectors that are cs anit Cesta tar ae 
trouble free and o delight in operation. ditoriums, large classrooms 
VIEWLEX QUALITY CONTROL is a precious and wherever unusually 
property — it is the real reason why Viewlex 


large pictures must be pro- 
° ° jected. The only J.A.N. 
guarantees every Viewlex projector for a . 
lifetime ! 


(Joint Army-Navy) ap- 
proved projector. F/3.5 Pro- 
fessional lens. 7, 9, 11 inch 
lenses available. 


V-4S — V-44S V-20 - V-22C - V-25C , 


For single-frame filmstrip 


The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2.3.3 ent 7 tor 
length lenses available. 


Worlds Largest Exehuive 


Manufacturers of Still Projectors 
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For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds. V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-11 inch 
lenses. 


35-01 QUEENS BOULEVARD 
LONG ISLAND CITY 1, N. Y. 


inc. 
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COMMUNICATION 


By Richard A. Naumann 
Person-to-person communication 
is extremely effective but not uni- 
versally satisfactory. Some subjects 
refuse to be simplified to the point 
where mere words and gestures can 
convey them. An individual com- 
municator can seldom impart the 
dramatic impact of a motion pic- 
ture. Individuals can only be in one 
place at a time. To supplement 
these deficiencies of person-to-per- 
son communication, a wide range 
of communication media have been 
developed. The advantages of these 
media are threefold: Clarity or im- 
pact, dispersion, and control. 

Communication media using 
either words or pictures or both 
can make complex material clear 
and thus convey information effec- 
tively. They can also give impact 
to a message designed to impart at- 
titudes or influence actions. Thus, 
communication media can increase 
the effectiveness of the three func- 
tions of communication: conveying 
information, imparting attitudes, 


In this month's article of our informative series, the author gives some 


practical suggestions on picking and working with a producer, plus 
some tables to serve as a guide to proper estimates. 


and influencing actions. These 
media not only have these inherent 
advantages but, by being prepared 
in advance, they permit the use of 
the country’s top talent and cre- 
ative personnel to put your message 
across. 

Furthermore, because media such 
as booklets and motion pictures can 
be reproduced in quantity, they can 
reach many people simultaneously 
— something otherwise impossible 
by an individual except through 
radio or television which are them- 
selves communication media. 

Communication media also con- 
trol the message. They control both 
what is said and how it is said. 
Even a good speaker may deliver a 
message well one time and poorly 
the next. He may even vary what 
he says as well as how he says it. 
If a series of speakers delivers the 
same message, both its content and 
the effectiveness of delivery may 
vary greatly. Communication media 
overcome the deficiencies of indi- 
viduals and guarantee a consistent 
and highly effective presentation. 


>» No one questions the ability of 
audio-visual devices to make sub- 
jects clear, add impact, or lend con- 
trol over dispersed presentations. 
This is not to say that any audio- 
visual device is an improvement or 
even necessary but merely that the 
right device properly used can be 
an asset. 

The problem of an_ executive 
needing an effective means of com- 
municating is twofold. First, he 
must choose and plan the right de- 
vice, and he must then decide if 
the cost is worth the value received. 

Whether audio-visuals are worth 
their cost will depend 
on what you wish to communicate 
and how important it is. An inex- 
pensive memo may do the job if it 
is a simple one or relatively unim- 
portant. If the job is complex or de- 
mands dramatic impact on a dis- 
persed audience, it may be that 
only an expensive motion picture, 
live show, or televised presentation 
will get your message across. If the 
message is important enough, the 
cost may warrant the expense. If it 
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GRAPH 
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NOTE: By and large, these estimates may be used for 


any type of artwork regardless of its end use— 
charts, slides, films, etc. 


isn’t, a compromise may be effected 
by using a less effective but also 
less expensive medium. 


> When you weigh the value against 
the cost, remember to analyze the 
cost of audio-visuals in the same 
way you do other expenses. It isn’t 
the price that’s important when 
you buy a machine or other busi- 
ness equipment, it’s what you get 
for the price. Before you buy, you 
figure out what the article will 
furnish in the way of greater 
profits, faster production, higher 
quality, or other benefits. After you 
purchase the item, you amortize its 
cost over the period of its useful 
life. 

You should analyze audio-visual 
purchases in the same way. They 
won't be the first thing you pur- 
chased that was pretty intangible. 
For example, did you every try to 
stack up the goodwill you get 
through advertising and other pub- 
licity? It may not be very tangible, 
and it costs plenty — but it’s well 
worth it. 

Determine what you want to ac- 
complish and how much it’s worth 
to you to accomplish it effectively. 
Then you'll have something to 
compare the cost of the audio- 
visual with. 

When you use an audio-visual 
device to reach a large audience, 
your distribution may be wide 
enough to make a costly device in- 
expensive. A $20,000 motion picture 
might cost only a few cents per 
person if it is used to communicate 
with thousands of people — and it 
may pay dividends of thousands of 
dollars per person reached. 


> When is it likely to be profitable 
to use an audio-visual aid? You'll 
have to decide this after you decide 
how much it’s worth to accomplish 
your aims. It’s almost always profit- 
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able to use some kind of aid, but 
you have to choose the aid to fit the 
objective. A simple, inexpensive 
device may even be more effective 
than a complex and expensive one. 

Some of the most lucrative appli- 
cations of audio-visuals have been 
in unusual situations. Audio-visual 
presentations have been made to 
show just once to only one person 
— to sell that person something. 
They are being used extensively in 
international relations to elicit a 
favorable response to the name of a 
country in the same way that busi- 
nesses seek to establish their brand 
names as symbols of a friendly, 
high quality organization. One too 
seldom used field for audio-visuals 
is as a preventative rather than a 
curative; in anticipation of a prob- 
lem instead of to remedy an un- 
desirable situation that has already 
developed. 

Audio-visuals can be used to 
convey information that is technical 
in nature or a matter of human re- 
lationships. They are used in job 
training, in building favorable pub- 
lic attitudes, and in selling. They 
can help convey information 
influence attitudes . . . or promote 
action. In short, audio-visual aids 
can increase the effectiveness of al- 
most any type of communication. If 
you select them properly, they are 
almost always worth their cost. 


> When you know the value of an 


STUDIO 
STUDIO with “SETS” 
ON LOCATION | 
SLIDEFILM 
COST IN DOLLARS 0) 


audio-visual in a specific situation, 
how do you determine the cost in 
order to balance the two? Here, un- 
less you are an expert, you face a 
tough problem because _ audio- 
visual devices are tailor-made. 
Even when you ask an expert, you 
may run into difficulties. 

If you ask the price of (say) mo- 
tion pictures, you may receive a 
shrug of the shoulder and the ap- 
parently evasive answer that they 
might cost anywhere from $100 to 
$100,000. This is the only short 
answer that even a producer with a 
lifetime of experience can give to 
such a general question. 

To find the cost of audio-visuals, 
youll have to be more specific 
when you consult an expert, or 
youll have to learn something 
about costs for yourself. The range 
of prices given below will help you 
estimate the average cost of various 
audio-visual aids and thus help you 
decide whether they are worth their 
cost to attain a specific objective. 


> Changes made after production 
has begun are among the most im- 
portant factors contributing to the 
cost of preparing audio-visuals. 
Changes are almost invariably re- 
quired during the creative prepara- 
tion of audio-visual devices. They 
are normal and unavoidable at this 
stage, but there is a point in the 
production of any device after 
which it becomes very expensive 
to make changes. 

This is particularly true of the 
complex and “continuous” devices 
such as motion pictures and printed 
materials. It is not as serious in 
the simpler “non-continuous” de- 
vices. For example, one page of a 
flip chart, or one of a set of slides, 
may be altered without affecting 
the rest of the series while an al- 
teration of one scene in a motion 
picture or one section of a booklet 
may require extensive revision of 
the entire device. The extent of the 
revision in these cases will depend 
on the stage of the production and 
the nature of the change. 

The effect of changes on cost of 
audio-visual devices makes it im- 
perative that you have a firm idea 
of what you want, and that you 
carefully check the basic plan be- 
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Color Transparencies 


Enlargements 
Separation positives 
Separation negatives 
8x10 Videx 


500 each of one subject 
500 each of six subjects 
10M each of 12 subjects 


Filmstrip Animation 


B&W, per frame 
Color, per frame 


Slides 
Glass, 3'/,x4 


$20 ea. 


75¢ ea. 


$4-$7.50, color 
b&w 

$1.50-$4, color 
$1.50-$5, b&w 
$8-$15, color 
Stereo, in quantity ... .$1-$2.50, color 


disks, 40c-$1.50, 
color 


Glass, 2x2 


Overhead 


Viewmaster quant. 


Color prints 


Dye transfer 


fore production begins unless 
you have an unlimited budget. 


> The accompanying price estimates 
are prices that clients can expect to 
pay independent producers. How- 
ever, they will apply to some extent 
even if you produce the devices 
within your own organization 
although the costs will look differ- 
ent as a result of the difference of 
bookkeeping for internal 
and outside purchases. 
These prices are only “guessti- 
mates.” They are not to be inter- 
preted as “standard.” Every job in 
the audio-visual business is differ- 
ent and demands specific, individual 
quotation. Only a= general price 
range can be given for types of 
devices. The price estimates given 
here are for devices as they are 
most commonly used. Individual 
charges may vary rather widely 
from these estimates, up or down, 
depending on many circumstances. 
Despite these qualifications, these 
price estimates should be valuable 
pegs to “hang your thinking on” in 
evaluating the cost of using audio- 
visuals to communicate effectively. 
These prices were compiled from a 
survey of prices charged by large 
and small, specialized and general 
producers of audio-visual aids. ‘¢¢ 


expense 


Booklets 


Rule-of-thumb $50-$300 / page 
Duplicates (5,000 up) . .5-10c ea., b&w 
25-50c ea., color 


Overhead slide 
presentations 


Rule-of-thumb ......$200-$300 /min. 
Sound slidefilms 


Rule-of-thumb $40-$120 /frame 

$300-$600 / min. 
Duplicates (record & film) . $3-7/set, 
b&w 


$5-$18/set, color 
Stereo Filmstrips 


Rule-of-thumb $150-$200 / frame 
Duplicates ... $2-$10 each 


16mm motion pictures 


Rule-of-thumb ...$1,000-$3,000 min. 
Duplicates $10-$20/reel, b&w 
$50-$60 /reel, color 


Rule-of-thumb estimates include creative costs, talent, 
and production. 


Tape recorders 
Microphones 
Microphone stands 
Speakers 


Booklet on Charts Puts 
Graphics to Work 


“People have eyes as well as ears 
for absorbing information,” says 
Jean De Jen, president of Oravisu- 
al Co., St. Petersburg, Fla., in in- 
troducing his booklet, “The Why 
and How of Making a Chart Pres- 
entation.” 

The result is as visual a guide as 
23 pages of photos can make it 
showing humorously and seriously 
how to gain an audience's attention 
with charts. Some of the 
gleaned from Mr. De Jen’s 
trated text are: 


points 
illus- 


e “A common error is to use fig- 
ures and small that 
only the speaker can read them .. . 
If those in the back row can’t read 
the chart without binoculars, the 
chart may have a negative effect.” 


lettering so 


e “Don’t crowd or clutter a chart 
with too much copy or too many 
ideas. Break your ideas down 
into a number of charts, each one 
designed to 


point.” 


cover a single major 


e “List 
as few 


features) with 
possible. Then 
elaborate on each feature in turn.” 

The booklet shows how to make 


(the main 
words as 





You Get Things Done With 
Boardmaster Visual Control 
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Gives Graphic Picture of Your Operations— 
Spotlighted by Color 

Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 

Simple to operate — Type or Write on 
Cards, Snap in Grooves 
ideal for Production, 
Scheduling, Sales, Etc. 
Made of Metal. Compact and Attractive. 
Over 100,000 in Use 


s49°° including cards 


24-PAGE BOOKLET NO. R-400 
Without Obligation 


Traffic, inventory, 


Complete price 


FREE 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © N. Y. 36, N. Y. 
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WILL SELL MORE. 


THE PERFECT SALES KIT 


COMBINES A_ RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 


Attracts and hold 


tion by 


prospect's atten- 


setting up sales material at a 
standing, or 
a 60° angle when he is tting Two 


pockets hold order pad 


3( angle when he 


irculars, 
etc. Weatherproof zipper closure. 


SEND For Full Line Folder 


1708 West Washington 
CHICAGO 172, ILL. 
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How to Focus and Hold 
Audience Attention 


ms ~| 


Selling Up 
it tne Medlir } 


ORAVISUAL WHITEBOARD EASEL 


Helps to clarify, emphasize and dramatize 
ideas for better understanding. 


Use large paper writing pads. No need to 
erase valuable conference notes. 


All aluminum. Folds up small like magic for 
easy carrying or storage. 


All purpose—also ideal for turn-over charts 
and cardboard charts. 


Thousands in use the world over. Many 
other models available. Also Folding Flannel 
Boards, Lecterns, etc. Write for catalog. 


FREE 24 page pictorial booklet No. A15 
HOW TO MAKE A CHART PRESENTATION 


ORAVISUAL CO., INC. 
Box 609 A St. Petersburg 2, Fla. 


ICE CREAM 
prucs 


WNTERNALLY LLUMINATED 
PLEXIGLAS BOX SIGN 


VEN 6 


FLAT, ALL- METAL WALL SIGN 


DOUBLE-FACED METAL BRACKET SIGN 


Sign “up”’ with 
Mulholland-Harper 


Put up signs by Mulholland-Harper and 


watch sales grow 
Their colorful, attractive design gives 
excellent product identification—even 
from a distance. And top quality con- 
struction assures unusually long sign life. 
M-H has nearly half a century of ex- 
perience making signs for the dairy, 
trucking, oil, beverage, food and appli- 
ance industries. Write for informative 
brochure on metal, Scotchlite and plastic 
signs—made to your order by: 


r=? MULHOLLAND WARPER COMPANY 
we 7 


=) 
¢,’ oF 5 ¥ 5802 Tacony Street 
A Philadelphia 24, Pa. 
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simple charts and illustrates equip- 
ment needed. Various types of vis- 
ual presentations, such as white- 
boards, turnover charts and graphs 
are illustrated. 

The company, which manufac- 
tures meeting equipment and visu- 
al training aids, offers the guide at 
the rate of $1.25 for the first 10 
copies, and 8c for each additional 
copy. It can be secured from Ora- 
visual Co., Box 609, Station A, St. 
Petersburg 2, Fla. 44 


Booklet Gives Formula 
For Better Film Results 


Based on the firm conviction that 
today’s audiences, as_ analytical 
film-viewers, are no longer satisfied 
with mediocre motion pictures, a 
16-page booklet from John Suther- 
land Productions Inc., Los Angeles, 
offers a “Formula for the Produc- 
tion of Superior Business Films.” 

The booklet carefully outlines 
the five steps considered essential 
for the production of superior busi- 
ness films by Sutherland Produc- 
tions, and also discusses in great 
detail the best times to employ 
“live-action” or “animated” tech- 
niques in films. 


> According to the booklet, live- 
action is usually best employed 
when the following results are de- 
sired: 


1. Audience identification 
2. “Actual-life” portrayals 
3. Actual operations for stores, etc. 


4. Portrayals of emotional 
on specific characters or 


results 
people 
5. Actual events shown in terms of 
reportage or documentary values 
6. Massiveness or gigantic propor- 
tions such as the Grand Coulee 
Dam or the Sahara 


7. Definite appeals 
such as taste, etc. 


to the senses 


8. Emotional reactions to data and 
statistics such as showing a burned- 
out stretch of forest when stating 
forest fire statistics 


>’ Animation is usually best em- 
ployed, according to the Sutherland 
booklet, when the producer wishes 
to gain the following results: 


1. To take an object out of its back- 
ground for better identification 


2. To compress great changes in 
time, history, character, etc., into 
a few feet of film without sacrific- 
ing believability 


3. To get audience acceptance of 
improbable situations 


4. To get visualization of abstract 
ideas such as thrift, competition, 
etc. 


S. To simplify visualization of com- 
plex manufacturing processes or 
procedures 


6. To get logical reactions to sta- 
tistics and data without producing 
emotional effects 


7. To get lightness or humor into 
the presentation of critical and con- 
troversial subjects 


> A list of motion pictures produced 
by Sutherland Inc., is also included 
in the booklet. All of them avail- 
able for screening, the films are 
listed in major purpose categories. 

Illustrated throughout with pho- 
tographs and cartoons, the booklet 
also includes a short description of 
studio facilities, individual members 
of the staff, and a list of the com- 
panies using the Sutherland movie 
service. 

For your copy 

Readers’ Service 


Footage Conversion Chart 
Helps Animation Count 


Samples of a footage conversion 
chart that gives the number of ani- 
mation frames to a specified number 
of feet at an instant’s glance are 
available from Film-Art 
New York. 

The chart is approximately 534x 
742” in size and printed in easy-to- 
read figures. It breaks down the 
conversion of animated frames to 
feet in figures up to 200 feet. 

The reverse side of the card 
stresses the lighter side of the in- 
dustry with a gentle ribbing in the 
form of a “Plan Ahead” sign. 

The conversion charts are suitable 
for posting at bulletin boards or pro- 
duction desks, etc. 


Service, 


Readers’ Service Card inside back cover 


Special Film Tests 
Color Processes 


In an effort to help clients find 
their way through the maze of new 
color motion picture films, Criterion 
Film Laboratories Inc., 33 W. 60th 
St., New York 23, has prepared 
an experimental film entitled “You 
Takes Yer Choice.” Using a single 
original, it made masters on sev- 
eral types of color stock and inter- 
changed these on the various types 
of available 16mm color reversal 
processes to make six “effects” 
which can easily be compared. With 
the help of this special reel, a film 
maker can make his choice without 
going to the time and expense of 
making special test runs. 44 





By David V. Morgan 
President, Ullman Gravure Inc. 
Brooklyn, N. Y. 


This article is based on a speech 
made before the Advertising Agency 
Production Men of Los Angeles. 
Copies of the full address can be 
obtained by writing Ullman Grav- 
ure Inc., 319 McKibbin St., Brook- 
lyn 6, N.Y. 

Photogelatin printing goes under 
several names. In this country it is 
also known as “collotype,”’ while it 
is called “lithdruck” in Germany. It 
has sometimes been called “photo- 
gravure” here in America, but this 
is an incorrect designation, since 
photogelatin has no relation to 
photogravure, which is a process of 
etching on copper plates. 

I am not a defender or apologist 
for photogelatin printing. I feel 
strongly that throughout the entire 
country there are many misconcep- 
tions about photogelatin, and not 
nearly enough knowledge regard- 
ing its merits. I can produce actual 
samples to prove that, used correct- 
ly 1. on the right kind of job, 2. 
made from good original copy, and 
3. printed properly in a good shop, 
photogelatin is indeed a very fine 
process. 

In 1930, we installed new Howe 
direct lithography presses converted 
to gelatin printing by Scott Hall. 
This involved a new principle of 


~ 


Low 10 ude 


a Photogelatin 
Printing 


An expert in this little-known method of printing 
brings you some sound advice on how to use collotype 
to solve some of the adman’s toughest printing problems. 


getting impressions from an alu- 
minum plate coated with gelatin 
which could strap around a rotary 
cylinder. It did away with lack of 
control on the old flat-bed press 
with its glass plate which required 
inking by hand. These new presses 
were modified greatly from the di- 
rect litho process, and most of this 
modification involved the automatic 
control of ink distribution. 


»> At this point I would like to 
answer a charge leveled at photo- 
gelatin by our esteemed offset com- 
petitors, regarding “unevenness of 
our impressions throughout a run.” 
There is absolutely no foundation in 
fact in this charge, providing the 
press-run is properly supervised by 
a good pressman and the shop is 
geared to printing quality work. 
There is nothing in the gelatin 
process which prohibits complete 
control of even ink application. We 
need have no more problems in 
this phase of manufacture than any 
offset or gravure printer encoun- 
ters. Sloppy work in any pressroom 
in any process will produce uneven 
sheets. 

Now I want to go much more ex- 
tensively into this subject of qual- 
ity. There is no doubt that when 
we gelatin printers started selling 
from our new rotary presses we 
made serious mistakes in selling 


price” only, assuring customers of 


great economies and telling them 
that they could supply any old piece 
of black and white copy and we 
could make them a great color re- 
production. 

If you were faced with large costs 
of preparing actual color drawings 
for letterpress or litho, you were 
impressed with this saving in copy 
preparation. In those days we didn’t 
have Ektachromes and color pho- 
tography to help us, as we have 
today, and the idea of working from 
black and whites for color prints 
was attractive. I know too many 
gelatin printers today are still op- 
erating on that theory and I posi- 
tively know it hurts the industry 
considerably. 

There is no substitute for good 
copy in our process as in any 
other process. This business of so- 
called “fake” separation has pro- 
duced too many poor jobs. It surely 
gives the entire industry a handi- 
cap which must be explained and, 
in fact, condemned by those of us 
having a high quality standard. For 
ourselves, we will have no part 
of this kind of printing. We say to 
you, “Buy photogelatin for excel- 
lent color reproduction, but remem- 
ber to give us just as carefully pre- 
pared art work as you would give 
any other printer.” 

’ We love Ektachromes as copy 
They are a boon to you and to us 
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Our Press Runs 


Save Big Sums 


Stretching printing budgets is an old Carey 
custom with a new economy twist — thanks 
to our unique roll-fed presses. For unusual 
printing facilities that top firms depend on, 
call 


Art Friedman, Sales Manager * CH 4-1000 
60 YEARS OF AGHIEVERERT 
PACKAGE INSERTS iim ; 
CIRCULARS AND CATALOGS (9 
BOOKS AND PUBLICATIONS 
SCHOOL WORK BOOKS 
REFERENCE MANUALS 
DATA BOOKS AND DIARIES 
PHOTOGRAPHIC BOOKS 
CAREY PRESS CORP. + 406 W. 31st ST., N. Y. 
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“Right At Your Finger Tips 
A Plastic Binding Kit 

For scrapbooks and Albums 


+ Exciting new do-it-yourself binding kit, 
simple enough for a child to operate 
Just insert the pages and punch, then 
pick a colorful binding tube from ‘in| 

_ spin dial base, snap into place and in 
seconds you have a real siccinat 

jPooking colorful volume. 


Other model 


write jor 


available 


free booklet to department 


TAUBER PLASTICS INC. 


200 Hudson St., N. Y. 13, N. Y. Call WOrth 4-5621 
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. By proper planning of work, gelatin printing is useful for longer runs 
as well as short runs. This plastic sheet, with 16 8x10’s, was competitive at a run of 
10,000 copies, and could have competed at 15,000. 


because if the customer okays the 
values in an Ektachrome, you can 
be certain we will deliver a very 
faithful reproduction. In our four 
process colors we find it compara- 
tively simple to reproduce the tones 
secured by the three dyes in the 
Ektachrome process. Here’s another 
advantage. If you have a piece of 
art which must be reproduced 
simultaneously for 24-sheets and 
other work, you can send us a good 
Ektachrome of the art work. This 
means that with no reduction in 
quality you can produce work in 
our plant at the same time you are 
reproducing the same art in 
other shop. 

Let’s get further into quality con- 
trol. While I can speak for our own 
shop alone, I am sure there are 
other gelatin printers who use some 
of the same controls. Don’t think 
that photogelatin printing has not 
progressed along with ll 
printing processes as new ideas and 
inventions have come on the mar- 
ket. If we had not spent thousands 
and thousands of dollars on new 
techniques and equipment I would 
not be insisting so strongly on the 
fine quality you can expect in 
photogelatin. 

For instance, 
Monotype 


any 


other 


we have a Lanston 
camera which makes a 
sharp negative 40x60” in one step 
from copy as small as 8x10’. There 
are very few cameras as fine as this 
in any print shop. Some of our 
(imported from Germany) 
cost a small fortune and we have 


lenses 


them because they cut a_ sharp 
image right to the edge of a 40x60” 
blow-up. Further, this camera, with 
its overhead suspension, will shoot 
four sharp process negatives regard- 
less of any vibration in our plant. 

Then we have electronic light con- 
trol devices which measure light 
accurately any period of the day or 
night. These are used on the ex- 
posing lights in the camera room 
and on the arc lights which expose 
our gelatin plates. In a factory of 
100,000 square feet, there are many 
machines, including the elevator, 
which draw current and change the 
light output. We experience no 
trouble on this score; all exposures 
are timed perfectly. We have year 
round airconditioning throughout 
our camera room, separation de- 
partments and plate-making de- 
partment. This is important in 
guaranteeing perfect separation 
negative registration. You must 
think of these in relation to photo- 
gelatin “growing up” and keeping 
pace with the entire printing in- 
dustry. important quality 
factor. 


It's an 


> It is difficult to describe without 
an actual demonstration the care 
that goes into making plates. With- 
out being too technical, here is the 
story. We buy gelatin in a crystal- 
ine form, powdery, something like 
granulated sugar. It’s white and it 
is a pure form of gelatin, which is 
made from animal bones. Previously 
we bought it in Germany, but since 





the war American manufacturers 
have been making much superior 
and purer gelatin. A formula of 
gelatin, potassium and ammonia bi- 
chromate is cooked together over 
heat to form a liquid. 

When ready, this liquid is poured 
onto an aluminum plate in a verti- 
cal whirler. Centrifugal force 
spreads the gelatin evenly over the 
entire plate. After coating the plate, 
the box with the whirler is sealed, 
heat is applied, and the plate is 
“baked” for 20 minutes. By this 
time the gelatin surface has hard- 
ened and is now sensitive to light, 
with the bichromate acting as the 
sensitizer. This gives us a contin- 
uous tone, light-sensitive plate, 
with no screen needed, either on 
the plate surface or on the negative. 

To expose the plate, we shine a 
strong arc light through the nega- 
tive onto the plate’s sensitive sur- 
face. The light action “tans” the 
plate where a negative is thin or 
open, corresponding to the dark 
areas of the original. After ex- 
posure the plate is soaked in water, 
then put under a warm spray which 
washes out of the surface all par- 
ticles of the bichromate solution. 
This leaves a gelatin surface which 
has been hardened in various de- 
grees by the “tanning” effects of 
the strong lights. 

The bath of water, after expos- 
ing, changes the gelatin into a sof- 
ter, more pliable surface with elas- 
ticity. Those areas not affected by 
light — the white printing areas — 
are quite swollen and pliable. Those 
areas burned by the lights remain 
solidified, do not swell, and hence 
retain little, if any, moisture content 
in their gelatin surfaces. Here you 
must understand that photogelatin 
printing is a process of attracting or 
repelling ink according to the mois- 
ture retained in the gelatin plate 
surface. Unlike lithography, we do 
not put water over the surface of 
the printing plate. However, like 
lithography, we do control the 
amount of ink accepted by our 
plates through a maintained mois- 
ture content in the gelatin surface 
of the printing plate itself. Our inks 
are very thick, tacky tallow which 
will not adhere to a moist surface, 
but will adhere in varying degrees 
to drier exposed surfaces. 

In the pressroom we control the 
plate moisture by printing at all 
times under high humidity. Large 
humidifiers maintain a high humi- 
dity in a sealed room with an elec- 
trically controlled humidistat. Sec- 
ondly, we condition the plate 
frequently with applications of gly- 
cerin and water. A good make- 
ready requires two or three hours 
each morning. A careful pressman 
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Be Sure of YOUR Printing 


When it comes to printing, what is so apt as the maxim, ‘Nothing Succeeds 
Like Success?” For, if you wish your printed material to bring the results 
you're after, you're most likely to get such material from successful printers. 
The Cuneo Press became a large scale printer of quality magazines in 1919, 
Good Housekeeping, one of the first, is still the leading magazine in its 
field. Cuneo prints many others, of course. And since 1919 The Cuneo Press 


has printed more pages of national advertising than any other printer in 
any comparable period of time. 


Successful printing? Certainly. Whatever your needs, you, too, can be sure 
of your printing—when it’s done by The Cuneo Press. 


Copywriting Black and Multi-color printing 


Design and Typography Letterpress 
Catalog Planning —Gravure 


Composition Offset 
Photoengraving Binding 
Plate Making Mailing and Shipping 


The Cuneo Press, Inc. 


2242 South Grove St., Chicago 16, IIl., Victory 2-2100 
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SILK 
SCREENED! 


® Counter Cards 
® Window Banners 
® Direct Mail Pieces 


and all types of 
P.O.P. displays 
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keeps his plate in prime condition, 
and if stops are made every 1,000 
sheets for reconditioning, he con- 
tinues his run only after ascertain- 
ing that it is printing as well as his 
original approved proof. For these 
reasons, a good day’s run is about 
5,000 sheets. 


> There are two factors that limit 
our selection of paper. 


1. We print directly from the plate, 
not onto an offset blanket. Abrasive 
paper would quickly ruin the sur- 
face of our gelatin plate. 


2. We must have a very hard sur- 
face paper. Remember the plate is 
spongy gelatin; the ink is a tacky 
tallow, and a great charge of ink 
is impressed because the printing 
is directly onto the paper. In pulling 
away from the impression, any soft 
or coated paper would come apart 
and be completely worthless. We 
require what is called a “high 
pick test” and our papers are made 
by only a few paper mills in the 
country — and must be made to our 
exact specifications. 

A common question is, 
do I use 


“Where 
photogelatin and why; 
where is it economical?” Here are 
several answers and suggestions. 


e Any color job with lots of picture 
copy. Use bigger pictures and half- 
tone areas than you would in off- 
set. Teach yourself to forget the 
old bugaboo about screened half- 
tone cost in letterpress or offset. 
Don’t try to limit your sales message 
to a minimum of screened area and 
a maximum of economical line copy. 
Shoot the works! Go out for a 
smashing effect. Use half-tone copy 
all over the display. It costs no 
more in photogelatin! We produced 
two Pontiac Motors displays, with 
full process color on each 24x36” 
sheet, printed in two different de- 
signs on a 38x50” sheet. This job, 
consisting of 2,500 sheets or 5,000 
displays, was produced for a total 
cost of $1,680. Litho plates for such 
a five-color job would have cost 
far more than that! As a matter of 
fact, General Motors have their 
own litho printing plant, and yet 
we did the job better than they 
could have done it themselves, even 
if they used seven colors, and at 
half their cost! 


® Don’t ask for prices on a long run 
of a small subject. We can’t handle 
effectively an order for 16,000 copies 
of an 11x14” piece. We don’t use 
and can’t use step-and-repeat ma- 
chines. We would have to make 
four sets of identical separations 
and print the job four up on 4,000 
sheets. This could be better done 


LUCKY LAGER 


~ ; #\\ oe if . 
[Sees Sew Ao 
Outdoor Poster .. . Made from an Ekta- 


chrome transparency while the originals 
were being used for other media. 


on a small high-speed offset press. 
Any combination on a composite 
form should be close to 25x38” to 
be practical for photogelatin. We 
can, of course, gang displays on any 
of our standard forms, which run 
25x38”, 30x40”, 38x50”, 40x52” and 
41x62”. 


® Let’s get rid of that old chestnut, 
“gelatin is only good for short runs.” 
Too many gelatin salesmen can’t 
explain this economic fact. First, 
gelatin is miraculously economical 
in short runs. Our price list starts 
with quantities of 100 sheets. But 
take a job like the one we did for 
Borden, which had 16 8x10” units 
on it. Each was different, and made 
from an Ektachrome. We would be 
able to compete on that job at 15,- 
000 sheets. Actually, the order was 
10,000 sheets and Borden’s is most 
price-conscious. 


e You can secure quality in four 
process colors in photogelatin that 
is comparable to six or seven colors 
in a litho job. We get a terrific 
charge of ink onto our plates and in 
printing directly to the paper none 
of the values are lost as in offset, 
which imprints first onto a rubber 
blanket before kissing the paper. 


© Buy photogelatin as a top quality 
printing process. Be willing to pre- 
pare your art work carefully, as 
you would for any good job. Be 
willing to pay for a fifth color if 
needed. The cost is very small, 
about $165 for a 2,000 sheet run. 
Most of all, inquire about the cost 
of doing your job by camera separa- 
tion. This will make it needle- 
sharp and as good as, if not better 
than, anything available. 


® Use photogelatin as a wonderful 
reproduction process for black and 
white displays. There is no finer 
reproduction process and it is very 
economical on big forms. 


e Consider it for car cards. We 
print on 80 lb. paper and mount on 
cardboard up to 30 point. You 
should plan no less than two cards 
at a time, with three, four or six 
being more economical. 44 





Book Highlights Progress 
In Graphic Arts World 


OW ..»- ANYONE can do 

A review of recent developments SOL ih adda lat abate 
in the printing trades has been pre- te Ad 

pared by Fraser Paper Ltd., Mada- ; 

waska, Me. “Graphic Arts Progress with these HAND-OPERATED 


1956” is a 48-page, spiral-bound an- D an ‘N 
thology of articles from such publi- We i J) 
cations as American Paper Mer- 


chant, Gravure, Packaging Parade PUNCHING & BINDING UNITS 


and Printing Magazine. Among the I 
subjects discussed are “Low Cost 
Three-Color Offset,” “Printing with 
Fluorescent Materials,” and “Gra- 
vure Printing in the Packaging 
Field.” 
Particular emphasis in the book, 
the editors explain, is on new ideas, 
products, trends and advanced ways 
of handling basic problems. Mate- Model 24 
: : : . a Punching Unit Model 24 
rial spans the entire field of graphic 2 3 : 
: ae Precision-punches pages fast and easy Binding Unit 
arts rather than a few specialized 


with powerful SHEARING ACTION! J 
ust insert cover and pages 


areas. In all, 35 business papers . pull lever . . it’s PLASTICO-BOUND! 
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ticles, the booklet has abstracts of helng abtle te qredver Genuine PLASNOOReund beaklon, 
twelve more. Printed by offset, the catalogs, etc. — right in your own office! Single copies. . . 
review is amply illustrated. dozens... hundreds — these two handy machines will give ARCH DESIGN 
your literature extra prestige and selling power by adding § Pr orygntete 
colorful PLASTICO Bindings. Rugged, compact, and easy to Hs teste. 
use, PLASTICO hand-operated units are “at home” in every 
office or business — pay for themselves in savings of time and 
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Exclusive 
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released by Abbott Laboratories 
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ish for foreign distribution and is 
not available locally from Abbott 
International. It is included, how- AR Reaches Out . 
ever, in a text entitled The Brain, Attention! 
=~ . is . : nri . 
by Wendall J. S. Krieg, published in other publication. If you sell advertising 
this country SI services, equipment or supplies to or MAGAZINE PUBLISHERS 


tO more advertising agencies than any 


through agencies 


: , s We offer you full facilities plus 
AR is All Right .-- For You centralized location for printing, 


are applied to cortical areas and binding and mailing your periodi- 
each functional system of the brain. — —— — cal publication, either sheet-fed 
Different areas and their functions 


, ATERLESS multi-color letterpress, offset or 
can be easily identified by a color ate web-fed offset. Ample paper sup- 


key which appears on each page. DECALS plies available. 


For instance, from the code the Permanent type, tough “‘Plasticals” applied in For detailed information, write 
— — ene Peae . a , seconds without water. Saves labor; no curling e e 

r eader recognizes — the faculty of in etorage. MADE TO YOUR SPECIFICA® N.F.A. Publishing Department 
eyesight by a certain shade of blue. TIONS... .\ettering, numbers, your trademark. 


es sd oe LS " , Send now for FREE SAMPLES and estimate. 201 South 7th, Columbia, Missouri 
Thus all brain areas and connec- SCREEN PROCESS PRINTING CO. 
tions pertaining to this faculty are P.0.BOX 948 WICHITA 1, KANSAS 


in that shade of blue. A gate-folded 


A special feature of the booklet 
is that the colors of the spectrum 


- . for more details circle 254, page 112 
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| one of the hottest of all rods inspired this | 
| tie-in by Henry Bach Associates for men’s 
coats by client Goodstein Bros. Actual coat | 
[ ining fabric was used for the cover. In our 
| lingo, as unique as that of the auto-phile, this 
is a horizontal double wing multo easel binder. | 
| Whatever your vocabulary of requirements, we 
| can translate needs into effective sales —s 
| entations and catalogs. For translation call or 
write Dept. AR-11. 


iS LOVES! 


|mecHaNicaL BINDING Co. inc. | 
soe W. 26th ST., NEW YORK 1, AL 5-2552 ! 


- for more details circle 258, page 112 


Fragrance Process 
Compound! 


Like ants to honey . . . that’s how prospects 
react when their attention to your printed 
sales message has been demanded . . . and 
held . . . with action-compelling Fragrance 
Process Compound. Use it letterpress — offset 
— gravure. 

FPC adds a new, lasting dimension of 
aroma that creates buy-impressions far be- 
yond mere words and pictures . . . and that 
sends sales soaring! 

Unlike ordinary scenting, FPC lasts and 
lasts. Any odor duplicated. Add its impact 
to your selling — you'll see results jump! 


For complete information, write today. 


FRAGRANCE 
PROCESS COMPANY 

73 Sullivan Street, New York, N. Y. 
Telephone: MOnument 3-1582 


. for more details circle 191, page 112 
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Cross-section of Brain . . . Transparent 
acetate pages used in Abbott booklet on 
the human brain permit reader to see 
each area separately, as well as collec- 
tively. Booklet won Art Directors Club 
of N.Y. award. 


page index identifies all the num- 
bered areas in the drawings. 

Since each page is a double ace- 
tate sheet the reverse view of the 
subject is on the reverse side. While 
the reader sees the breakdown of 
the various portions of the brain 
on the righthand side, he also ob- 
serves its assembly on the lefthand 
page. He can also observe the re- 
lationship of the illustrated parts 
as he proceeds through the book. 

44 


Cold-Cast Logotypes 
Shown in New Catalog 


A comprehensive catalog of type- 
cast borders and ornaments has 
been issued by Sterling Type 
Foundry, Charlotte, Mich. Logo- 
types of leading manufacturers 
from Allis-Chalmers to Zenith are 
available in hard foundry metal 
cuts, ranging in price from 30c to 
60c apiece. These cold-cast cuts of- 
fer savings over conventional elec- 
trotypes. 

Postal indicia, service insignia, 
club and fraternal symbols and or- 
naments of all kinds are also illus- 
trated. Metal cast borders are ob- 
tainable in sizes from 6 to 36 pt. 


“ODYy mire] Neo 
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Magazine Binds Slides 
Into Center Spread 


To get its film slides distributed 
quickly, Instructional Materials 
magazine bound them into the cen- 
ter spread of the March-April 1956 
issue. The slides consisted of 12 
three-color charts printed on an 
acetate sheet. Instructions for cut- 
ting out the charts and inserting 
them between 314x4” glass covers 
were included. 

“To our knowledge this is the 
first time true transparency mate- 
rials in color have ever been printed 
and bound into a magazine,” say 


the editors. Six charts were printed 
on each page, illustrating such sta- 
tistics as births since World War 
II, elementary school enrollment for 
1959-60, and classroom building 
needs. Red and blue were used 
along with black inks. 

Cost of producing the transparen- 
cies was $1,500. The publication is 
planning to use this type of slide 
insertion again, but will select a 
larger sans-serif face for greater 
legibility. Eight point and smaller 
sizes of type were used. 

The magazine is published by the 
Department of Audio-Visual In- 
struction, National Education Assn., 
with headquarters in Washington, 
D.C. 44 


Formica Pastes Patterns 
In ‘‘Building Products’’ Ad 


To get its new patterns into the 
hands of builders and architects 
quickly, the Formica Co., Cincinnati, 
inserted an actual booklet of 14 sam- 
ples into its full-page ad in the July 
issue of Building Products. Each 
booklet, measuring 2x3”, was tipped 
on with a special adhesive after the 
publication was printed and bound. 
In all, 35,000 were pasted in. 

E. A. More, company advertising 
manager, explained that this insert 
treatment gave the booklet nation- 
wide distribution and added more im- 
pact than would a general mailing. 
Perry-Brown Inc., Formica’s agency, 
designed the advertisement especially 
for a right-hand page of the center 
spread. 

The inclusion of sample materials 
in second class and controlled classi- 
fication publications is now permitted 
by the Post Office Department. 44 


Booklet Culls Best 
In Offset Letterheads 


A new brochure of 14 litho- 
graphed letterheads has been issued 
by Gilbert Paper Co., Menasha, 
Wis. These are actual commercial 
samples, produced by various print- 
ers and selected by a board of 
judges as being outstanding for good 
design. 

Judges were Burton Cherry, 
graphic designer; Park Phipps, head 
of the department of advertising and 
printing design, the Art Institute, 
Chicago; and _ Everett McNear, 
painter and advertising art designer. 
They provide a design analysis of 
each letterhead. Typefaces used are 
also described. A check list for ef- 
fective letterhead design completes 
the brochure. 





Frofewredl Sources fol 


Services and Supplies 


New Book by 


James D. Woolf 
A SELECTION OF 
THE BEST OF HIS 
‘*SALESENSE’’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is not 
normally in the business of pub- 
lishing books. But this book is a 
““demand performance." Hun- 
dreds of our readers—both 
agencies and advertisers—have 
been besieging us with requests 
for Jim Woolf's ““Salesense”’ 
articles in book form as a per- 
manent reference work. Hand- 
somely-printed and lavishly 
illustrated, this new volume is 
an exceptional value at $5.95 
including all postage and han- 
dling charges. QUANTITY DIS- 
COUNTS: 5 to 10, the price is 
$5 each; 11 to 25, $4.50; over 
25, $4 each. Mail coupon be- 
low. 
EXAMINE SALESENSE 


for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. AR-11 
200 E. illinois St., Chicago 


I want copies of SALESENSE IN 
ADVERTISING. If I am _ not completely 
satisfied with the book (or books) after a 
5 days’ examination, I can return the book(s 
and my money will be refunded in full 


My Name 





Firm 





Address 





City Z State 
I am enclosing my check for $ 


Bill me later Bill my firm 
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381 Chapters 
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Advertising Services 


ADVERTISING AND SELLING 


AOC Gs 


ne senate celine cc loa ity 
‘ ; WT tie! r . ention 
9 PA oT a sale f ’ » told on 
an 


/ LARGE 
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READY \ 
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jo 
comprehensive sample as 
sortment. Just attach this 
1 to your letterhead. No 
obligation. O Tee, 1e), 4! 


em 


TTT Mey bal ae eae 
18 E.48TH ST..NEW YORK 17.N.Y. 
PHONE Eldorado 5-0025 
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Product Promotion 


Supplement your ad campaign with a 
proven method for Product Promotion. 
Saturate a tremendous consumer audience 
thru RADIO & TV “GIVEAWAY”’ 
SHOWS. Products placed on Los An- 
geles, Regional an National contest 
shows AT LOW COST. We also ar- 
range Film Star Endorsements. Write 
Roberts & Gail, 5880 Hollywood Blvd., 
Hollywood 28, Calif. 


. . . for more details circle 251, page 112 


P.O.P. Display 
SCULPTURAL PROMOTIONS, INC. 


No mold charges 
for smart sculptured P-O-P 
long and short runs 
441 LEXINGTON AVE NEW YORK 17 
MUrray Hill 7-1369 


. . « for more details circle 255, page 112 


Help Wanted 


SALES PROMOTION MAN with advertising agency 
experience needed by an airplane manufacturer 
Must be creative, and capable of helping to 
plan, write, and teach sales training courses. An 
opportunity to earn an important place with 
a_ fast-growing company Send comprehensive 
resume, including starting salary requirements, to 
Box 23, c/o Advertising Requirements, 200 E 
Illinois St., Chicago 11, III 


AIRPLANE MANUFACTURER 
WANTS GOOD AD MAN 


This is a real opportunity for the man experienced 
in advertising and interested in Aviation. Adver- 
tising Agency experience preferred, but not re- 
quired. Must be able to help plan and write 
advertising and publicity stories simply and 
clearly. Only applicants with the above qualifica- 
tions need apoly If you are willing to earn 
your place in a_ fast-growing company, send 
comprehensive resume ncluding starting salary 
requirement, to 

Box 24, c/o Advertising Requirements 
Ilinois St., Chicago 11, Ill 


200 E 


Engravings 


EXACT @ COLOR)MPixurR  coLoR 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 


Save '2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes 


L SEE FOR YOURSELF “SEE THE DIFFERENCE] 
AND PRICES 
STAFFORD ENGRAVING CO. 
PPL 1) Sea 


. » for more details circle 260, page 112 


Hand-Lettering 


$1.00 


9 word 
for hand lettering!” 


Rapid Rilm-Lettering All Styles! 
No Minimum! FREE Specimen Book! 
RAPID TYPOGRAPHERS, INC. 


305 East 46th Street, New York 17, N. Y. 
Murray Hill 8-2445 


TO ANY SIZE YOU WANT! 
Order from Style Book AR—on request. 
Delivery anywhere in the U.S.A. 


. - . for more details circle 249, page 112 


BRUSH HAND LETTERING 
for Class or Brass Ads 
$3 a word... 

Write Box 25, 
¢ o Advertising Requirements, 
200 E. Illinois St., Chicago 11, Ill. 


Stock Art 


An issue of the monthly Clipper is yours to 
use without cost. You can create sparkling 
layouts for printed matter with scissors and 
paste pot. No obligation. Address... 


MULTI-AD SERVICES, INC. 


Box 806N, Peoria, Illinois 
. - » for more details circle 221, page 112 


) CLIP ART? 


i 


want big-agenc) qualit 


a 41000 prool 
ew ones yearly. Pay only ft 
at you use @ $2 « 1 or have | 
ted use for $9.95 n thly. We 
license only rated agencies & N 


Advtsrs. Handbook #9 now ready 
send for License Form and san 


STIVERS STUDIO 


BOX 3684 + SAN FRANCISCO 19, CALIF 
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The “key number” preceding the name of each advertiser listed below 
corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 


95 Ludwig, Inc., F. G. 98 
53 Major Phot 0. 94 
90 Marvellum Company, The 81 
52 4 
45 l 
98 48 
83 
60 
4l 
52 
28 
68 
7 
16 
29 33 


95 National Turkey Federation 87 


83 
96B 
54 


47 


32 pany 
54 Neenah Paper Company 99 
34 Neon Products, Inc. 26 
80 New York & Pennsylvania 79 
69 Northwest Paper Company, Ths 8A 
106 Northwestern Photo Engraving C 40 

91 xlord Paper Co. 
32A Phoenix Products Company 34 
18 Photo-Matic Company 96 
97 Pioneer Rubber Company, The 88 
Back Cover Plasti-Line, Inc. 56 
4l I t I } 


66 1ck P ster Print, Inc 42 


71 Poster .» The 16 

2 Pratt Poster C The 28 

65 Prisma/Scope Lak 95 

107 Progress-Hanson-Proagressive 3roup, The 52 

13 Public Relations Service 29 

82 Publishers Book Bindery, Inc 46 

8 Juantity Phot ; The 97 

4l Radiant Color Co. 80 

32 Rapid Copy Service, In 94 
17 Rapid Typographers, Inc. 

91 

73 

95 

10 

55 

95 

76-77 

110 

Inside Back Cover 

74 

28 

27 

103 


39 


20 
111 
18 
103 
109 
111 
46 
96B 
53 
110 


92 
48 111 
24A Standard Tag C 34 
47 Stegeman Products C 88 
6 Stivers Stud 111 
89 an a, : 
15 iperi r En jI ivin j mpany 37 
8, 44 Tauber Plastics In 106 
84 Tension Envelope yorporation 64 
95 lransilwray ; 44 
11 Ullman Co., Inc., The Inside Front Cover 
80A United Press Association: 19 
48A U S$ Color 97 
3 Viewlex Inc. 100 
48 a ea ae 
86 Warren Company, S. D. - $9 
5 Ww rwick lyp jraphers, Inc. 17 
96A Weber C F. 96 
9 Weck Process Co. 66 
95 Yarder Manufacturing C he 28 








101/Circle on Readers’ Service Card 
Intertype Catalog 

- @ catalog showing complete alpha- 
bets of 153 different fonts of Fotosetter 
type faces is available from Intertype 
Corp. (Page 51) 


102/Circle on Readers’ Service Card 
Fototype Catalog 

. . @ 63-page catalog from Fototype Inc., 
shows 13 new Fototype faces and intro- 
duces several new features. (Page 51) 


103/Circle on Readers’ Service Card 
“Scriptography” 

. employe booklet on tubeless tires 
from Channing L. Bete Co., uses stimula- 
ting “Scriptography” to get ideas across 
quickly and effectively. (Page 52) 


104/Circle on Readers’ Service Card 
Lettering Clip Book 

. . . Harry Volk Jr., offers information on 
a new service that includes a monthly is- 
sue of two different styles of hand-letter- 
ing. (Page 52) 


105/Circle on Readers’ Service Card 
“Graphic Arts Progress 1956” 

... Fraser Paper Ltd. offers a booklet 
summarizing recent developments in the 
printing trades, based on articles in lead- 
ing business papers. (Page 109) 


106/Circle on Readers’ Service Card 
“The Easy Way” 


| eae aXe hYoi mar seale | | 


Requirements 






available on a free loan basis. 
(Page 70) 


110/Circle on Readers’ Service Card 
Wood Letter Catalog 

. an illustrated catalog from Spanjer 
Bros. gives specifications and prices on 
the company’s complete line of standard 
three-dimensional wood letters and also 
includes information on special-order 3-D 
letters. (Page 28) 


111/Circle on Readers’ Service Card 
Custom Tapes and Stencils 

. a folder that holds several samples 
of masking tapes and stencils custom die- 
cut to exact requirements is available from 
Gleicher Mfg. Corp. (Page 29) 


112/Circle on Readers’ Service Card 

Waterless Decals 

. . - American Decalcomania offers sam- 

ples and literature on its new waterless 

decal that gives permanent-type adhesion. 
(Page 29) 


Readers’ 

Service Name 
Dept. Company 
4403 Address 


* Please send me the following: 


* Send for these helpful selling tools 


ary eee 
NTO 


113/Circle on Readers’ Service Card 
Nylon Cord Displays 

. a vividly illustrated booklet from Pur- 
itan Cordage Mills Inc. shows a number of 
creative designs possible with the use of 
nylon cord now available in a variety of 
decorator colors. (Page 58) 


114/Circle on Readers’ Service Card 
Typography Tricks 
. a booklet from Warwick Typogra- 
phers Inc., illustrates and describes a new 
mechanical process that converts contin- 
uous tone photographs into line drawings. 
(Page 41) 


115/Circle on Readers’ Service Card 
Business Film Booklet 

. a 16-page booklet from John Suther- 
land Productions Inc., offers a formula for 
better business films and also gives a list 
of rules on the use of “live-action” or “an- 
imated” techniques in movie-taking. 

(Page 104) 
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* Please print or type information below 


Title 
Products 
City & Zone 
















items mentioned in editorial columns: 101 102 103 104 105 106 107 108 109 
111 1312 113 114 115 116 117 118 119 120 121 122 123 124 125 126 127 128 129 
; More details from AR advertisers: 151 152 153 154 155 156 157 158 159 160 161 
' 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 181 
183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 201 
203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 221 
223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 241 
243 244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 261 
263 264 265 266 267 268 269 270 271 272 273 274 275 276 278 279 


. a humorous booklet from the Public 
Relations Division of Chambers & Wiswell 
Inc., lists 25 easy ways to lose a PR ac- 
count. (Page 24) 
107/Circle on Readers’ Service Card 
Sample Label Kit 
. .. Grand Rapids Label Co. offers a kit 
of six different types of labels and seals. 
Descriptive information is included on 
each type of label and sample contained 
in the kit. (Page 33) 


* Note: Inquiries for items listed not serviced beyond February 15, 1957 


108/Circle on Readers’ Service Card 
Package Specification { 
. a@ packaging guide from Hinde and ' 
Dauch contains a check list to determine | 
{ 


No 
Postage Stamp 


Necessary 
If Mailed in the 
United States 


specifications necesssary for the produc- 





tion of better corrugated boxes. 


(Page 34) 
BUSINESS REPLY CARD 





109/Circle on Readers’ Service Card 
TV Film Bulletin 
. . . Modern Talking Picture Service Inc., 


First Class Permit No. 95. Sec. 34.9, P. L. & B.. Chicago, Ill. 





ffers a bulletin that describes 142 tv films 


Readers’ Service Dept. 
; ADVERTISING REQUIREMENTS 


? 200 East Illinois St., 
Use these return cards 
Chicago 11, Hl. 


for publications 
mentioned on this page 





eae Advertising 


HRequiremnmients 


PUTTER CUE: 
SOE O: 


* Send for these helpful selling tools 


116/Circle on Readers’ Service Card 
Footage Conversion Chart 

. . « Film-Art Service Inc., offers samples 
of a chart that gives the number of ani- 
mation frames to a foct of film at an in- 
stant’s glance. (Page 104) 


117/Circle on Readers’ Service Card 

“Design and Paper 39” 

... A tribute to the work of two Chicago 

designers, R. Hunter Middleton and Albert 

Kner, is offered in this recent issue of 

Marquardt and Co.'s external publication. 
(Page 53) 


118/Circle on Readers’ Service Card 
Sen-Bak Mail Piece 

. a sales kit from General Office Ser- 
vice Inc., illustrates a new mailing piece 
that “gives three addresses for the price 


of one.” 


119/Circle on Readers’ Service Card 
“Letterheads of the Year” 

. @ selection of 14 outstanding letter- 
heads produced by lithography has been 
gathered by Gilbert Paper Co., for their 
idea value to admen, printers and others. 


(Page 110) 


120/Circle on Readers’ Service Card 
“Easy Street Finder” 

. a New York City street guide that 
works on the principle of a sliderule is 
offered by Displayers Inc., and Robert 
Kayton Associates Inc, as a _ novel 
means of announcing the new locations 
for both companies. (Page 60) 


121/Circle on Readers’ Service Card 
Photo Scaler 

. . @ folder from Linkrule Co. illustrates 
a stretchable ruler that extends from 6” to 
24" for use in scalding photos. (Page 96) 


BUSINESS REPLY CARD 
First Class Permit No. 9. Sec. 4.9, P. L. & B., Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, lll. 


Readers’ 
Service 
Dept. 
4403 


Name 
Company 
Address 


Please send me the following: 
tems mentioned in editorial columns: 


details from AR advertisers: 


* Please print or type information below 


Title 
Products 
City & Zone 


101 102 103 104 105 106 107 108 109 110 
H11 1312 133 114 115 116 117 118 119 120 121 122 123 


151 152 153 154 155 
63 164 165 166 167 168 169 170 171 172 173 174 175 
83 184 185 186 187 188 189 190 191 192 193 194 195 
203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 221 
3 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 241 
244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 261 


124 125 126 127 128 129 

156 157 158 159 160 161 162 
176 177 178 179 180 181 182 
196 197 198 199 200 201 202 
222 
242 
262 


263 264 265 266 267 268 269 270 271 272 273 274 275 276 278 279 


* Note: Inquiries for items listed not serviced beyond February 15, 1957 
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122/Circle on Readers’ Service Card 
Photo-Copy Machine 

. additional details on a high-speed 
machine that can turn out three photo 
copies a minute are available from Hunter 
Photo-Copyist Inc. (Page 99) 


123/Circle on Readers’ Service Card 
Industrial Communications 

- @ new technique for reporting and 
writing industrial articles is described in a 
bulletin from Industrial Communications, a 
network of business and industrial writers, 
photographer and editors. A “package ed- 
itorial service” is offered. (Page 98) 


124/Circle on Readers’ Service Card 
Typecast Cuts 
- up-to-date catalog from Sterling Type 
Foundry, Charlotte, Mich., illustrates inex- 
pensive cuts of logotypes, postal indicia, 
service insignia, borders and ornaments. 
(Page 110) 


125 /Circle on Readers’ Service Card 
Pocket Glu-Pen 

. - « leaflet describes uses of Glu-pen, a 
pocket dispenser of glue, which supplies 
quick, invisible adhesion. Glu-Pen Corp. 
of Virginia explains how it works and lists 
introductory offer. (Page 98) 


126/Circle on Readers’ Service Card 
Mead Paper 
. illustrations of the improved qualities 
of Flat White English Finish paper are 
available in a folder from Mead Corp. 
(Page 80) 


127/Circle on Readers’ Service Card 
Telephone Amplifier 

. . . full details on the 
device that 
both ways, 


“Tel-O-Master,” a 
phone messages 
are available 
Parkhurst Enterprises. 


amplifies 
from Pearce 
(Page 82) 


128/Circle on Readers’ Service Card 
“Sales Building Ideas” 
. - « kit No. 6 from Linton Bros. & Co. con- 
tains specimens of work on bristols pro- 
duced by offset and letterpress, with many 
usable ideas for increasing sales. 

(Page 83) 


129/Circle on Readers’ Service Card 
Photolettering Quiz 

. a check list of what to look for when 
you buy Photolettering equipment is avail- 
able from Halber Corp. (Page 53) 
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for publications 
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EXHIBIT PARADE 


Convention Exhibits ¢ Commercial Interiors ¢ Merchandising Displays e Sales Presentations e Models e Dioramas 
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ON TARGET! Kellogg’s Restaurant Show exhibit uses 
giant TV set and Polaroid camera set-up to dramatize 
strong 3 program TV support for industry Restaurant 
Business /ncrease promotion aimed at getting public to 
eat out. In left two thirds of exhibit it sold the industry on 
fact that RBI STARTS AT BREAKFAST. Flashing RBI 
symbol was tied with headline overlay to colored blowup 
of menu in which four club breakfasts were lit up by a 
sequence flasher and bold subhead suggested ‘Sell High 
Profit Clubs to ““Low Check”’ customers.”’ 


FITTINGS 


ENLARGED MOCK-UP HEADLINE...a wood model of 
pipe, a valve and fittings was used with cut-off letter 
message as header for this 1956 Corrosion Engineers Show 
exhibit. An unusual assembly of actual Saran Lined Pipe 
with various kinds of fittings and valves was a center 
feature. The story of Saran Lined Pipe was presented 
with a slide film at the left, installations were shown on 
two revolving transparency units at the right and an im- 
pressive list of major users was another important part of 
this exhibit story. Unusual in design, the exhibit was 
highly informative and direct. 


eneral e 


2100 N. RACINE 





x hibits 


AVE. - CHICAGO 


IT’S DONE WITH MIRRORS...placed at an angle so 
that when you look through the open entrance, you see 
reflected the beautiful interior of Dupont Company’s Fiber 
Division showroom in the Merchandise Mart, Chicago. 
This mirrored entrance and modern interior design create 
an air of excitement for an unusual display of what’s new 
in rugs and upholstery fabrics made with Dupont textile 
fibers by many of America’s leading manufacturers. 


tia Lia 


ANIMATED, EXPLODING CUTAWAY of a new Interna- 
tional Harvester V-8 Truck Engine for Heavy Duty Trucks. 
Its fine engineering and quality construction are shown in 
this interesting and unusual cutaway. The front end moves 
away, makes one complete revolution and returns to the 
main body synchronized with the opening and closing of 
one bank of cylinders. Ear phones offer a brief but detailed 
explanation of features of the new engine. The skirt, 
canopy and glass slides are quickly removed for packing 
and the engine is mounted on a sturdy metal frame which 
has castors for easy handling. This is one of seven new 1H 
engine cutaways recently produced by us. 


and disp ine 


lays 


14, ILL + PHONE: EASTGATE 7-0100 





MEET THE MAN 


BEHIND THE AD CAMPAIGN 


THAT DID EVERYTHING 


sut SELL! 


TRADEMARK MYSTIK REGISTERED 


Now wait a minute—don’t get the wrong idea. It cou/d have been a 
great campaign. Plenty of hard-selling headlines that pounded home 
the theme...copy that told the story in fascinating fashion...layout 
and illustrations art directors dream about...media selection in the 
right space, and at the right time. 


So nothing happened! How come ? 
The pay-off at the counter was missing. No Merchandising at the 
Point-of-Sale. 


Our business is Merchandising at the Point-of-Sale. We've had 
more than SO years’ experience in this one vital field of advertising. 
We've designed and produced point-of-sale merchandising programs 
of every kind, to meet every retailing need.Wecan dothe same for you! 


Contact our nation-wide organization today. We'll show you how 
your hard-selling ideas can be developed into practical point-of-sale 


merchandising programs that create traffic —that se// more merchan- 
dise for you. 


We'd like to send you our handy “IDEA FILE” and illustrated brochure with 
Suggestions to help you sell. They are FREE. Mail your request to Chicago 
Show Printing Company, 2626 N. Kildare, Chicago 39. 


Merchandising at the POINT-OF-SALE 


® Lithographed displays for indoor and outdoor use ® Animated Displays 
® Cloth and Kanvet Fiber Banners and Pennants @ Mystik® Self-Stik Displays 
® Mystik’ Can and Bottle Holders @ Mystik” Self-Stik Labels 


® Econo Truck Signs ® Booklets and Folders e Molded Plastic 


- -. for more details circle 171, page 112 





